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\ﬂmmmnxty-bJSvd cducational programs are the con-
cern ot many Extension and rother professionals.,
Emphasiis s ancreasingly being placed upon in-depth
and cconemeal planning, amplementdatioh, and evaluat ion
ot such programs, thus ingreasing their quality and

consequent ly the ampact on consumers in the community.,

Extension and other community professionals need
to be very specitic in their objectives. | They must
know what resources are noet®ded at what time, and from
what sources ‘these resources are gvailable. They
should be aware of the management aspect of program
planning when involved not only in the teaching, but
also in the planning, implementation, and evaluation

ot such projects *or programs.

Destgning, implementing, and evaluat ing educa-
tional efforts in the community needs innovative
thinking, planning, and foresight. Programs are not
developed tnoa vacuum; they need the involvement of
people to make them work. This manual is based ,upon
the experience derived trom a project involving a
cadre of people:  professionals, studept interns, and
advisory committee members who so generously gave of
their time to the project. '

The project, "Helping Families Adjust to Economic
Chango," was a federally funded project conducted by
the Cooperative Exebnsion Service of Cook Collegd
Rutqgers University, in Sayreville, New Brunswick, and
Perth Amboy, New Jersey, from 1876-79. The project
involved one full-time and three part-time profes-
sitonals, and part-time graduate and undergraduate
students. The work that was done included the design,
implementation, and administration of an educational
outreach program in family financial management, and
the development of educational materials on the con-
sumer and professional levels. A report regarding

-

this project is available upon request at a =small cost.

Inquiries should be addressed to Denise M."Matejic,
Dapartment of Home Economics, P.O. Box 231, Cook Col-
lege, Rutgers University, New Brunswick, New Jersey.
08903.

Personal experience cannot be the only component
of a manual such as ‘this. One also applies knowledge
gained from other academic endeavors, as well as from

professionals in the tield, either through their books,
discussions with them, or in-service education programs

/ .
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or lectures. Theretore, the thoughts expressed here
tnclude all ot the above.  The authors' viewpoints
should not be taken as mantlate, bu€ are intended to
stimulate turther thinking on the part of the reader.
Lt s in this context that the reader should under-
sstand the recommendations made by the authors. 1t
also needs to be noted that what worked in one county
In one state might not be entirvely applicable to
anather l'(‘\ll:’ll without appropriate adaptation. ‘

Similar to most educational ettorts, community-
based cducational pro§rams are open systems.  The
boundaries bt such programs tend to be not well de-
fined., Their effectiveness depends on their capacity
In making timely adjustments to the changing needs of
the communities in which they serve (Banathy, 1973).

The developmental process of a4 community-based
cducational program is influenced by the complexity
ot the program. Five phases hgve been found to be
essential in developing a viable program: (1) com- -
munity and clientela analysis, (2) objective setting,
(3) program destign, (4) program implementation, and
{(5) program evaluation.

’

.

Although there seems to be a logical sequence in
implement ing the aforementioned phases, program initi-
ators/developers often find that the steps are inter-
dependent . Decisions and actions taken on one step/
phase most likely will have an influence on the others.
For example, although "community and clientele analysis"
seems to be a logical begipning step, we have found-
that objectives often need to be set in order to de-
lincate a parameter within which cemmunity and clien-
tele analysis can be.properly focused. Otherwise
human as well as material resources may be utilized
unproductively. . Furthermore, decisions with regard
to "objective setting" have direct influence on any
one ot the other three steps/phases, namely program
design, implementation, and evaluation. .

This interdependency among the five phases demands
a perceptive program initiator/director who is capable
of viewing ecach program decision from the standpoint
ot the entire project. A creative program director,
theretore, needs to be ablgeto think and work,with
project statf from various perspectives. Individual
staff members must cooperatively deliberate, "develop
strategies, and implement program decisions with re-
gard to eqch of the five steps/phases under the leader-
ship of the director fro to finish.

-

. Progrgm development &Lan be divided into several
phases. Diagram A will cnable you to visualize a
gystematic approach to program development and - -provides

i :
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DIAGRAM A
THE INTERRELATIONSHIPS BETWEEN COMMUNITY- ~BASED
EDUCATIONAL PROQRAM DEVELOPMENT PHASLS

!
COMMUNITY. SERVED

COMMUNITY
& CLIENTELE
ANALYSIS
Assess Needs
& Problems

PRObRAM EVALUATION V] OBJECTIVE SETTING
Make Data-Based _Analyze Resources and
Improvement And Be ‘Develop Preliminary,
Accountable . Plan of/i\ctlon
RObRAM IMPLEMENTATION PROGRAM DESIGN //Z
f{ .Take Action Develop Instructlonal
* Carry Out Program Plan of Actlon

outputs

Boundaries of environment
. /
> ’ * |




a vavid allustration of the complex interrelationships /
between the tive phases. A short discugsion follows
to provide a point of clarification on gArh phase.

. . . ) *
The tiye strategic phases in program development
1hcelude (ofe chart on preceding paqge) :

1. Analyzing th“,ﬁ9@ﬂﬂ@léxhﬁﬁd clientele, which means

assessing the needs of people and analyzing their
problems,  Be sure you have identified problems
which can be dealt with within the resources of
your organization,

v

You will need data about:

, .
-~people 1n the community. S
--soci1ety in general (national trends, issues, s

eteL) . i
-=your, organization so that you can establish
program limits,
4 ) v -
J.o Analyzing avarlable resources and setting realis-
tic goxls and objectives. This involves looking
At present programs conducted in the community
{by your organization as well as other agencies)
so that no duplication will*result.

\ ’
It involves analyesing your available resources
ot taime, ecnerygy, and money, and bringing them
in line with what you want to achieve. T
-~ . ~
You need to specity what the desired outcome is
ot what you are planning to do, and then set
., Ubhectives which will help you reach this desired

outeome, ° . ®

The next step 1s to put the objectives in a
logieal sequence to reach your goal. (Remain
tlexible, and check yourselt to sece if the

‘. cqoals are really obtainable (e.qg., is 1t
reasonable to assume that the action you sug-
dJest people take will really be taken) and
meantnatul to H'\Q majority ot people you intend

to serve, To-

) ‘ : o
*overall concept bazed  on amgl. adapted from Figure 1,
The BExtefision Teaching or frogram beve lopment Cycle,
Chapter 1L, “Evaluation in Extension Education,” by
Jo Netl Raudabauagh an the ULS.DUAL publication, -
Evaluation in.BExtenston, Diviston of Extension
Rosoarch and Training, ederal Extonsion Service.
Addrt tonal input from several Cooperative Extension
] tn-service prograns cortducted an New Jersey. {Sce
- algo reterence Prade, ) . : \ ,

» ' i
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plan 3f action.” The subject matter of your

teaching necds to be ded ineated_and defined.

Lessons neell to be outlined, resources selected, \ -
and an instructional plan og action developed.

Ask yourselt what needs to be discussed, what
information participants must have and in what
scequence, and how rticipants will be involved ‘
and made to feeal onsible fér their own learn-
ing. Look into th®*arious methods of teaching,
C.g., mass media, mectings, through mail, work-
shops, one-to-one basis, direct teaching, through
other resources, etc.

Ask yourself what materials will be needed to
accomplish your goals and who will prepare thoem,
Study teaching atds-available and sec which ones
would be appropueate and af fordable., .

i

This manual uses the taopic of finaqcial management
as its program focus. 'Refer to Personal and
Family Finances--A Re ‘¢ Guide For Teachi v
for detailed coverage of this topic. Otheyr topics
ot community education could be used in your pro-
gram development work.

[mplgwggﬁxng~§ho_proirum. Now -you need to set’ your

instructional methods in an order of priority ac-"

“codding to resources available, “tilme limitations,

and/or gther tonstraints. Soéme of the tasks in-
cluded in this phase are organizing yourself®,
getting space, developing a time s(ﬂmdul‘c and
working calendar, and implementing your teaching
in community buildinhgs, via radio, in classrooms, !
homes, eotc. In short, carry out your plan of ac-
tion. ' )

. ) ‘
Evaluating the prQyram. vYour proﬁﬁams are success-
ful A'@Ti?\'ﬁ"(—n_x‘c.m';ﬁé;ﬂwthat your pldn of ‘action has
allowed your goals to be achieved. . sThis can be
iono through proper evaluation., Controls need
O be sot up at intervals to morritor the rogress
of your program. Tt is important to plen your
evaluation within each of the program phases, and
to make tt an integral part of your program, This
may require additiomal human and financial re- .
sources, ‘MUt it is well worth the effort.

Areas to be evaluated can include: 1
Input: Needs assessment done, how you

. came about designing the program,
who was involved in planning, etc.

5 <l<l
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.:\3 ' Process and Output: Your implementation,
. - . methods used, how well 3one, how
Py ‘ appropriate for your clientele,
N T etc.

Product: wWhat was developed during the
' project (educational materials,
home-study course, handbook, etc.),
materials used. . .
* Impact: Behawvioral changes ag¢complished:
what have participants learned,
betome aware of, or done to im-
. i prove their own situation because ' .
. of your teaching. ’

- tk‘

‘r. Sometimes only an-impact evaluation might be war-
ranted, as in the case of ongoing programs where

. individuals undergo strict performance evaluation

« On a yearly or bi~yearly basis and programs are
planned and objectives chosen ahead of time on a
yearly basis. This planning is part of the ,
structure of the organization and involves grass -
‘roots participation by learners. ' S g

.

At other times an overall project-évaluation will
be needed (e.g., when conducting a special project).
This type of accountability will carry benefits -
for the entire projéct and fér future progtams of
other educators who can base their activities on
your reported results., - - .

A type of evaluation increasingly in demand, but
difficult to accomplish, is an analysis of programs
on a cost-benefit basis. This means that various
teaching methods would be analyzed as to time and
money expended against the results desired. De-~
cisions as to which methods offer the greatest cost
benefit would contribyte to future program planning.

2

Based on the evaluation (however- informal), you
should see if changes in strategy need to be made
such as setting new goals, modifying them or making
no changes. This re-examination should be- done for
as long as the program or project is.in force, and
includes the teacher, administrator, evaluator, partic-
ipant(s), member(s) of advisory committee, etc.

.

This introductionhas been prepared to aid pro-
fessional educators in the task of planning, implement-
ing, and evaluating ¢ommunity outreach programs. Most
of the inf9rmation\contained herein was developed and

. » 12 6 _ , N
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' gloaned from just such a program--"Helping Families

. . Adjust to Economic Change," funded.by the United
Qtates Department . of Agriculture through the Co-

. operative Extension Service, Department oY Home ‘
Economics . Cook College, Rutgers University. 1In

. short, the principles and suggestions presented
Jjn.this manual have been tried and tested. They

worked tor the projeet team.  We hope they will work
Lot vou, - .
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. Chapter 1:

NEEDS ASSESSMENT
AND OBJECTIVE SETTING

e




« GENERAL NEEDS ASSESSMENT

. There is a general lack of awareness antl knowledge
of consumer goncepts in today's marketplace. The many
surveys done recently by research and sWhrvey firms doc-
ument this abundantly..

- .

Thé éechnoloqy in the marketplace is complex and
is becoming even more -so. American consumers have more
choices available to them than ever before. On the
average, they are exposed to approximately 1600 ad-
vertisements a day, pulling them in various directions
of thought and action. :

GdVernment regulations are becoming anreasjnqu”
manifold as well as complicated. There is abunklant

consumer legislation available protecting the in~ - {f

terested, knowledgeable, and motivated person. Yet
many people, who could benefit from knowing,about
specific consumer rightg and responsibilitifs in order
to live a more meaningful Life, are not aware of what
.is available and what laws exist to protect them.

L 3

Sociological factors influence the management of

resources of individuals and families. Many different
family life-styles are acceptable in today's society

and practiced openly today. These include, in addition’

to the traditional nuclear family, the single career
person--widow--divorced person; the couple without
children; the couple with grown children; the "re-
structured" family (meaning the family where one or
both spouses have previously been divorced, have
remarried and now have small or grown children from
either one or two different sets of parents); the
single adult who chooses to adopt a child; and the
single mother (or father), either single by choice or
after death. Sociologists say that never in history
have so many people lived through so many various
life-styles at one time or another .-in their lives.

fhere is also a sociological upheaval of increased
divorces and greater permissiveness, as well as flex-
ib{lity in life-styles; a rise.in the individualism
of people in general; and a greater independence of
women and children in particular, which is a decided
change from the patriarchal society where the husband/
tather made most of the decisions. -

11
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. P ..
s All ot the above points to an increased need for
] peaple ot all ages, incomes, ®ackgrounds, ethnicity
or tamily structure to get tHe most put of their
» doltlars and to make the effective management of their
resources a lifetime affair, !

' . < . . .
2 . . . ,

COMMUNTTY NEEDS ASSESSMENT . 7

(“'«(ns;umwx' cducat oy nead (o be more specific an their
assenament of probless an the commonity,  They should
desaan and conducd a conmunity needs, assegsment  to
boetter understand the pegple 1p the ~c0n\m\:§ity. The
dlean of pteatest condern should be pinpointed within
the quidebines ot generdl objectives of the school
Lobem, Saency, Jot other organization sponsoring the

l"‘“!"‘-(‘ .

.

) s The Change Process and the Publics We Serve’

.ot L Boone,® professor and Head of Adult
and Cormmune s College BEdaeation at North Carolina
Srate UBmaversity, recont ly sard that as people's
necds ancreane taptdly and cconomic circumstances
changte, cdutators will need to got increasingly in-
vwe lvod an ney programs {e.g., energy conservation),
and wiil theretore need to sharpen their skills to =
lentity target audienges and ‘dirgct programs to

Sthem, ginstead of qust to the genegal public.  One
way to aceemplish this is through existing social -
arQupes n the communaty . .

Queerdinga to Dr. Boone, when working in the com-

‘. Mmantty throaah 1ts leaderY and with the exist ing -

’ powetl struttare and groups, wvo necd to think ip ,\ N
berous o tour concepts: . ' : .

. .

- . Social stratificativnand Eocial differentiation.

» ’ ) N ‘ »
- 4
Power  (oed tor loakapatat informal leaderss
these are the power tireures?who really make
L ' the decrasreora) o :

.

*

FAcReow lesemert oes po Dr Roore whese pn=servtoe ed-
Gttt et ams EAY Home Peoromica Departments of  the
New Jeraey Cooperative Extension Setrvice hava served

, v ontamaly te the necds assessrent portion of this
casvoal, s thogohts were analvred, carried throuah,
vl adapted tor consumer cducators in Fxtension
curreach o prodarars by Do Matene :

.

v, o ’
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fnterfacing (a new concept-that arose around 5
% 1972), meaning the interaction between marious
. sets of people of different backgrounds.
- » N .

- -

(R J

> .

Mapping Out the Community

<

This means developing an area (county) dituation
statpment which includes a demographic study} of people
1iving in the areas you are concerned with a¥ well as
developing a list of major employers and agericies.

For some of the information, you might need the as-
sistance of a demographer, the library, the planning '
board, etc. Other information can be obtained from
county and resource guides; brainstorming with some
of your identified community leaders and consumers
might also bring good results. : .

»
ov

Ropulation Data: (personal cﬂaractesistics you
are looking for 1in your clientele):

inceme (low, high, middle) . . | )
education , BN
emp loyudnt (5rivate, public) ’

age distributior of population .
.number of people in the area you will serve _

race
ethnic background

number of households
housing; quality of housing
family structure

’

bata on Institutions in Your Community: Make a
Tist of formal dgroups, Institutlions, etc., in your
community which emgloy a certain number of people or
are of a certain size, or which simply serve+ people
in your community. For example: :

industries (size, type,” people employed, other

characteristics)

L}

« agencies, schools, colleges

newspapers, radio stations, television stations

aqsociations, c kubs ' - *
financial institutions “(banks, savings a’d loans,
credit unions)

{nsurance companies, credit counselling sbrvicesﬂ

1
. -

% “ Re™
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retatl estabixghmonts

religtious institutions, organigationsw
\ *

labor upions

- '- -
clvie mqanlzatxuhs (PTA, Lions Clubs, YWCA,
tvn.lnt:;“n gJani zat itons)

4

consumer Jgroups .
<

. A :
. . © A8 you develop your list, write down any unique
) characteristics sabout the population or institutions

L . \ !

as they surtace.s . . { : ‘

\

Analyze the informal power structure in the com=
munity with the help of some persen(s), interested in
bonetitting the community; search tor and idéntity
intormal leaders in the comhunity. Make plans on how

. to interest them 1n your project by finding dut who
* - knows them and how you might approach them. ]

Lo ‘ S

4

Once you,have done your demograph1C study, in.

. which you identified your. community and its peop1e°
its religious, civic, and political leaders; its
industry; agencies; agsociations; and other formal
institutions; the next step is to take all the data®
you have accumulated and determine your target au-
dlvngg(b) by qottlng priorities and 1dent1fy1nq whom
you need and want to serve the most.

The tollowan checklist will help you accompldsh
this:

' . Uldentify the major goals of the organization
in.which you wotk (e¢.g., undversity, school, |
agency) . N :

Goal #1
. Goal §2

. N, . Goal #¥3 ¢ .

Identify and list major target groups your .
. organization has a commitment to s@rve, then

\ number them according to their priority (if
applicable); e.qg., youth, the elderly, minor-
lties, women, the handicapped, etc. :

b .

1 T ' : 18 14
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+ . List the top three target audiences you just
tdentitied on the chart below. Now look back
to your demographic study and take thrge groups
which you teel need special, attention as a re-
sult ot this study and list them on the chart
below as indicated. '

CHART FOR LISTING TARGET AUDIENCES

/ )
Top target ZWwdience as
taken ftrom outcome ot
demographic study

Top prioraty
\!l\‘,ll\'(‘.‘- ot

St ll‘l'

target
yout

Al -
araggant - .

AV UV VU

“ Comgpar o
wiilh
15oan

these two lists, Avre there
Are the same 1 both columns?  1f so, it
casy matter, If not, some scotting of
priovities will bhave to be done again and
Some compromtse reached., Most likely, though,
yeu wall taind that there i1s overlapping and %t*
* thee target audiences whigh need your aid arethe
Ones o your wtgantzat ton (|’rn'yv(‘t, school) want to
et Ve,

any groups

Neodless to :@.ny,‘ this process will only be of

help togyeu 1t you have some flexibility in
. choosang your tatryet group. But even 1f you
’ Jon 'ty whances are that such soul scarching
will increase your sensitivity to the needs,
ol yvour communaty ‘
. W . - ¢ 1 3 arl
co WD te down yowe tinal three ‘chotees of targeg
vl tences, * .
felas, the aeed: homemakers; preschoolers; profession-
s Tow-aneeme tam hes; young adults; families;

WOl wives; gamntually employed homemakers; mothers;

s e
WiVl

pratent sy
tet rond

middle-year

families;

husbands

widows;

Evl\\\isl(\:

people working

tamn andusitey,

Lusineas, or

school

system; oth

and
in cer-
o

special anterest groups (Clubs); wonen re-entering
the labor market: oty
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Note some characteristics of the three groups
yoy want to reach. ~(e.g., age, family struc-
ture, ethnic background, education, recrea-
tion orientation, changing housing needs ex- .
pected, care of elderly, reassessment of
careers,) educatidn of ,children, physical
change, ‘aljustment/ and change in life-style,
mental adjustment, rereducation .for employment,
continuing education needs, nutrition and
healsh, etc.) Use the table on the’ following
page to list these characteristics for your
three groups. A sample audience is given in
the first column.

2

Additional important questions which might help you

focus your program planni towards specific target
Y F 13 QP p

audiences include:

’ ~

where can these audiences be reached--where
do they congregate? (home, church, school,
job, supermarket, recreational facilities.)

How can these audiences be reached? (through
the mass media, newsletters, correspondence
courses, ‘school, etc.) - A !

Are they likely to attend classes?

1f your audiences do not attend classes, which
functions do they attend that would make them
accessible to your program of ferings?

Haw caq your program offering be presented
to generate the excitement necessary to get
them to attend? '

CONSUMER SPECIAL NEEDS ASSESSMENT

Needs as Seen by Educator.

have now delineated your target group and its

dharacteristics. Now analyze and set priorities re-
garding 1tss specific subject matter needs as you see
them.

For example: \{ N

20 s



Idengity by

) Name:‘

{ )
Character-
istics,

. interests,

needs in.,
common

|
)

s
. i . ?-. X .
» % N )
. CONSUMER SPECIAL NEEDS ASSESSMENT CHART
T _' - -
Sample audience Your target Your target Your target
audience 1 - audience 2 audience 3
. . ,
-~ : L - ~
Middle-years s
Family 35%55 N
. , —
. Living and
-+ adjusting
*  to change ~ ‘
w Special nutrition ) )
needs
Financing: chil- .
dren's qgucation
. Changing housihg
needs ‘\\ ’
7 -4
Preparation for
retirement . .
Childrén away from
home, etc. . '

)




’ .
.

. A young ‘couple without children will .need
information on proper budgeting techniques
and credit information to start life to-
gether on a positive note, both personally-
and financially. -*

’
A widow with some funds left by her husband
“will need information on proper savings
strategies to give her the greatest possible
protection in the years to come.

A middle-aged coupf; with children may have
overextended themselves due to easy access-
itbility to credit and the use of credit by
several family members. They will need a
tamily spending plan and a workable system
of money management for the entire family.
They may aISOnlacR*adequate savings to sup-
port education previously planned for their
children and may be spending a Nigh amount,
of income for transportation if there is
more than one (or two) cars in the family.

amily with limited financial resources
might not have the management ability ahd
rgsources to live the way it wants to live.

. " The family's goals and aspirations might be

' unrealistic as far as needs and.wants are

concerned in relation to resources available.

The family may also need basic skillg to shop

in the marketplace and knowledge regarding

how to maximize all its resources: financial,

human, and community,

- An individual or family with very low income
might need help with survival skills regarding
* reading, operating in the community (including
marketing), community resources available, and
agencies providing services.
People have different interests and "levels of
knowledge. You need to pinpoint those interests and
tailor your program to their needs. ‘

Needs as Seen by Target Group .

Frequently, consumer educators do not know the
specific make~up of their audience or the people who
registered for a program, especially if it was not
targeted toward a specific group. In this case, find
out about the interests and personal backgrounds of the
people in the audience in order tg determine their
special needs as consumers. :
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Aruitoxt provided by Eic:
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The questionnatre on pages 20-23 is another ex-
Ggple of assedBing consumer needs and interests; it
canp be casaly adapted to different subject matters.,
It will -give you a valuable indication of the interests
and needs ot the group with which you are planning to
work.  sSuch a quest1onnaire‘|iqht also be sent out to
people on matling lists that you have available, for
vfstance, bank customers, utility bill ret ipionts,
ctes The questionnaire should include a turn ad-
dress and those roturning 1t should be madd aware of
the tundtions of your program and should » 1invited
to part l\‘l}h.l(t‘.

€

v
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’
¥ . .
‘QUESTIONNAIRE*
' [
NAME: . Q2
-
ADDRESS: V4
PHONE: — o
Female
———— -
IT. Marital Status: -
Married Single“ ’
Divorced, separated* Widowed
LI1. Age:
Your Age
Age of spouse » :
Ages ot dependent children )
- -~
IV, Employment:
homemaker working part time

working full time unemployed

V. a) Your income range:
3 = 5,999 per year
6 - 8,999 per year
%9 -14,999 per year
over 15,000 per year

L

1) Your total family incqmo'ranqe:

[

under $10,000 per year
between $10-14,999 per year
between $19-19,0899 per year
over $20,000 per year

$
=

VI. Posttion:

secretary-clerk

professional

blue collar worker
(tactory, etga)

white collar worker

- (sales, etc.)
other \ o ]
N ' f)‘
26 4
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VII. Education: hd
~, High School Yes No i .
College Yess  No : : :
2 Years
4 Years__w
other R .
N ' - -
!. [f married, who takes care of most financial
' matters? you , spousa/____ jointly:

2; Do you teel you have a well-balanced overall
* financial plan or program, tailored to your

individual need$?’ Yes No

3. Eﬂow often do

You and your family openly discuss

your tinancial program in a constructivwve way?

-Somet imes

Always = Never

a. Do You include your children in the planning

sessions?  Sometimes Always Never °*

——

Check any items that apply to you and share with

us your personal concerns in each of the following

‘management a

reas. If you have no concerns in a

particular area, please state this.

not enough income: - ‘
don't feel I manage well enough

Budgeting

¢

_lack of communication within family
no definite sh?rt-term goals
no definite long-term goals

My concerns

Credit

could not get credit in my name
am overextended

don't understand contracts

My concerns
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Aruitoxt provided by Eic:

)

»
.
.
M ‘.

~_don't understand different types
. _don't have -enough protection '
s don't feel the.plan is tailored

Insurance
: to my necds
don't know whqu/to qot rolidble

-7 infprmation

My concerns
IR S

~ have no amiiﬁ‘}'dei\nqq
“have no pctsOnal savings
. .i'don t sa ~xggudally .
Savinygs ~can't sav enough ,
“"have no savings plan for
““children's education

fe

e
]
My concerns
W ————— et
. . Xon
5. Do you and your family have more savings now than
Yes No

three years aqo?:
Total fam‘ly>3dvinqs: Under '$5,000
- Over SS,OOO -

Total personal savings: Under $5, OOO*EP
* Over $5,000

¥

have no family investments
don't understand enough about

1
Investments this area to have made
personal investments”

My concerns

_should 1 rent or bu}
“need informatidn on financing a home

“need guidelines on choosing a place

Houéinq A
to Live
f My concerné
’ N g
22
’)6 -
'

~



__I‘have no will
Wills __will is not up to date

My concerns

.

6. What do you feel is, or has been, your biggest
problem in working out an effective personal
financial plan? Please be as specific as you
can in describing any problem you, have. .

1

*fhis questionnaire has been developed and used by
Denise Matejic in wurveying educational program
needs on a regional basis in New Jersey within the
regular prqﬂgam activities of Extension.

47
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NéedsﬁSummarized . ' ' ﬁ

Based on the various project meeds assessments
identified so far, you are ready to develop a com-
munity program. An example, taken from the project
"Helping Families Adjust to Economic Change," is
given below: N . ' .

Needs were determined and the following agree-
memnt ¢(drawn up Between/the Cooperative Extension
Service, Rutgers--The|State University of New
Jersey; and the Extendion Service, USDA:

'
»

PURPOSE: TO DEVELOP A PROGRAM TO HELP FAMILIES -
: ADJUST TO ECONOMIC CHANGE AND IMPROVE
* THEIR LEVEL OF LIV{ING

IS

" Whereas, there is a need to help families understand
the effects of economic change upon thelr personal
economic Btability and security,

»

. ¢
Whereas, there 1s a need to help families determine
economic goals consistent Wwith their values and
avallable resources,

Whereas, there is a need for families to learn and
use skills to control and manage money,

Whereas, there is a need for families to determine,
debt limits and manage debt within those limits,

Whereas, there is a need for families to adjust
spend&nq and credit use as economiic and/or
perspnal ¢hange occurs,

Whereds, there is a need for families and_.individuals
to increase knowledge and skills to extend, ex-
pand, and increase resources to increase their
standard of living, ‘

Whereas, there is need for families to provide proper
insurance protection at cost adequate to their
chumstances, v, .

Whetreas, there 1s a neced for famillies ags individuals to
increase knowledge and skills necessary to extend,
expand, and increase resources to improve their
level of living,

Both-the Cooperator and the Service wish to help to
determine the most desirable program to help families
adjust to economic change and increase their level of
living, N4

©
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§ETTING AND WRITING OF OBJECTIVES

You have analyzed your community and asscssed the
‘needs of your clientele. Next comes setting objectives,
and stating the desired outcome.’.

Program objectives must be set and these objectives
must be put into a sequence that is logical and meaning- .
ful. By analyzing your list of objectives, you will
remain cost.conscious throughout the process of design- <
ing and implementing your program.  You will also be
- brojecting what will happen.in the project and what

You expect will be accomplished. Make sure that your
objectives can be measured, which means that indicators
need to be developed to medasure some of the following:*

-

{
target audience identified (who is' to be
reached) .

- .how mdny“people are expected to be reached
(a very difficult projection to make in an
adult education program, but an estimate
would be worthwhile as it helps later when
one controls and evaluates the project in
its various phases). ’

- what will be accomplished. ’ .
- what will the learner have learned.

-what changes are expected‘in the learner.
%
+ what beneficial action might be taken by the
learner because of your program.

. If one concept should be stressed again an Again,
it would be the folPowing: DO NOT WRITE EDUCATRONAL
OBJECTIVES in terms of your activities, but in terms
of what you want learners to learn, understand, or do.

[t does not really matter how much activity and
"business" there is around a task, it matters what is
produced. The consumer educator's goal is to produce
an intormed, knowledgeable, and interested consumer.'

<

*More on this topic will be found in the chapter -
on "Evaluation." .




~

Research shows that learning takes place in four
steps:

1) becoming aware of and Lnterested in the- X )

* subject matter, o :
. A k "
2) becoming kndwledgeable about it,

-

v

3) 1ntcrna11a1qg the information, and

‘
~

4) taking action (this is the last of the
. steps in learning).

As an example, you quht state your ob]ectlvés in the
following manner:* :

AWARENESS: The learners will become aware of
the functions of credit bureaus
and will be able to recognize
those functions when given te
them in a list. (Learning at \
“ recognition level.) .
KNOWLEDGE: The learners will become knowledge-
able 'about different types of life
insurance and will be able-to list
. the different types available.
. ‘ (Learning at recall level.)

KNOWLEDGE AND INTLRNALIZING The learners will

re-examine their persdnal financial

\ plan. (The learning begins to be-
come meaningful to the learner.)

ACTION: The learners will become motivated
to take financial inventory once a
year or whenever appropriate to
their personal situation. (The
learning has become so meaningful
¢ that a behavioral pattern has been
formed,)

<

The example given below will show you how objec-
tives were set in the project "Helping Families Adjust
. to Economic Change" and might give you some ideas for
writing your own. ’

IS
. . o

JFor-more 1nformat10n on the topic of writlng objec~
tives, consult Robert F. Mager, Preparing instruc-
tional Objectives, Fearon Publishers, 6 Davis Drive,
Betmont, California, 94002.

30
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‘ Oblpctives of “Helpinngamilles
Adjust to ﬁbonomic Change™

Individuals and families willx*

.
%

~-understand that personal economic coempetence

is ona of the major components in achieving
the quality of life to which each indivxdual
aspires; .

2

. --understand the effects of economic changes

. upon their personal economic stability and

securxty, and learn*how to adjust accordingly;

~-determine economic goals consistent . with théir
values and available résources and take actions
to achieve those goals;

--learn and use skills to develop a personal
money management plan recognizing that
periodic revision is necessary dﬁ? to
changes in the life cycle;

‘.

--understand the concept of congsumer credit,

_1ts advantages, disadvantages, and wise use;

e --determine debt limits tallored to thelr own
51tuatxon.
L%
--i1dentify the different types of credit and
.o methods of repayment;

--understand contractual obligations and the
consequences to the consumer if not fulfilled;
i T . .
. —~understand the functions of credit bureaus,
the 1mportance of a good credit rating, and
the consumer's rights and responsibilities
as far as credit reporting and credit files
are concerned; ”m
--understand the various types of insurance
. ‘ policies available;

L] ' ‘

*1t should be understood that not all objectives
cited applied .to all consumgys reached through
the project, nor was that an intended outcome;
these objectives served as an overall framework

for the diverse consumers reached.




¢

’ '~ --learn how an insurance protectidh progrdm
- - can be adapted to their personal needs and
at cost commensurate with their ihcome;

--understand the role savings and investments
play in a family's overall financial well-
heing,-and the benefits of saving regularly.

-
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; Chabt'e_r 2:
PROJECT PLANNING
AND DEVELOPMENT
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WHAT IS PROJECT PLANNING+AND DEVELOPMENT?

Project planning and development must . answer the
questions of who, what, when, where, how, and why.
The "who", and "why" questions should have been
adequately answerxed through your needs assesgssment.,
This chapter will concentrate on finding answers to
the questions of (in the' order in which they appear
in the chapter)? WHAT, HOW, WHERE, WHEN. But first,
a few words about the project approach in general.

<

DEFINITION AND CHARACTERISTICS OFIA PROJECT"

Project

A project is a desiyned program, functioning some-
what independently within the overall educational
administratige guidelines of an existing structure;

Or as Melvin Silverman, author of Project Management
(The Professional Development Program), John Wiley and
Sons, says, "A project 1s an drganization designed to
accomplish a specific achievement. It is created from
within a functioning parent organization and dissolved
upon completion of that achievement.?

The concept of project is being used in this .
Chapter in the broadest sense oP the word: from
4 separate entity to an 'integrated but still sepa-
rate major task lasting for A limited peried of time.

Project Management

Project management is the planning, directing,
and supervising of a specific project. . To quote
Silverman, "project management is the directionq
and supervision of a project. It is typified by
the use of gpecialized control techniques," '

Characteristics of a Project

' A project is limited in time of operation;
‘starting and, ending times are usually decided be-
forehand. It is limited in scope. The objectives
and purpose are very clearly delineated; the budget
is usually closely defined; the respongibilities
are spelled out. The evaluation 'is usually built

L
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in and is also vu;y precise in its scope.
The team which works on a project will disperse
after it is completed. Even while immersed in the
planning and implementation of a most successful
project, the project director, principal investigator,
project leader, or other titled imdividual, has to
think. in terms of gradually phasing out the project.

It 18 established to achieve a specific purpose,
and there is a certain flexibhility involved in the
management of a project which the regular ongoing
program does not have.

" The project-director or manager is in charge of
the entire project in terms of its management, ad-
ministration, and supervision of his or her team of
protessionals, employees, extern and intern students,
volunteers, etc. Administratively) the functional
managoer of the organization is in charqe of personnel
actions, Sometimes these roles are played by one
person, depending on the organizational structure.

»

IMPORTANCE OF PROJECT
MANAGEMENT I[N EDUCATION

With financjal resources becoming increasingly
scarce in education and the persistence of problems,
the creation of a special project coordigated by one
person (perhaps using outside funding) n be very
effective. It can zero in on one special task; it
¢can come up with solutions in a relatively short e
period of time without the expenditure of tremendous
amounts of money which would be necessary if a new
program were instituted within the pargnt organization.

With the popularity of seeking outside fun ng
from federal, ‘state or private sources, the principles
of project management should come in handy, as any
Bunding agency will want an exact proposal submitted
to it. This proposal usually includes a situation
statement, needs assessment, a 3et of objectives, a
plan of action, tjimetable,-and a budget. The project
will 'start and end at specified times. One person
needs to- be in charge of gt and has to submit a de-
tailed report at the end of the project. This person
~has broad responsibilities and duties and multiple
coordinating functions to fulfill.
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CHARACTERISTICS OF PROJECT MANAGEMENT
VERSUS FUNCTIONAL MANAGEMENT

In the traditional functional management, each
manager is in charge of his or her special funcsépn,
i.e., sales, purchasing, personnel, field supervdsion.
In project management, the project manager is. a co-
ordinator. He or -she works across functional lines,
1.e., he or she would have a function in sales, pur-
chasing, personnel, promotion, and field supervision,

to take an example from the business world.

In the federal project "Helping Families Adjust
to Economrc Change®™ supported through special needs
funds by ‘the USDA, the project director had the
function of a purchasing agent or buyer, assisted
in the hiring of the community coordinator, directed
the overall project, was responsible for the budget,

. designed the project, and ovetsaw its implementation.
The director also hired the project evaluator; over-
saw the development of educational materials for
consumers and professionals; and made sufe that the
fingl reports, evaluations, and all other elements of
the contract were fulfilled.. Being in charge of the
budget, she had to see that the budget was monitored
reqularly and that the project team had enough re-
sources to tunction properly. ' Then she had to co-
ordinate 1nternal and external relations--internal
including the project staff and colleagucs cemsisting
ot protessionals, students, and secretaries; external
including agencies, schools, civic clubs, and other
dbeople 1n the community. In addition, ‘a very impor-
tant part of the coordinating function included com-
muntcation with superiors such as the department
chairperson and the dean as well as the County Co-
operativé Extension Service professionals.
Many ﬁﬁmos within educational institutions there
are not enough resources to hire a new functional
“ manager or director, so a specialist is designated
to conduct a special project. ‘
w -
In récent years, we have been hearing more about
* the manatiement of specific projects in the field of
education. Examplesg.are an enerqgy conservation pro-

ject for' the elderly, projects of the handicapped, a

consumgr education project for low-income families,

- nutritiron projects for the elderly, etc. Federal and
state government funding for special projects has been
increasing; on the other hand, the traditional re-
sources available to educational institutions:are
becoming more scarce. Experts predict that the number

- © of temporarily funded projects will increase. These
projects will have ‘a specific scope and will start, be
~delivered, and evaluated on their completion.
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As accountability of funds is emphasized, pressure
will continue to be exerted on maximizing reaources to
achieve goals. .

"One reason for the project method is to try out
something new, innovative, and daring; if it works
and proves to be worthwhile, it will be included in
the ongoing process and made a permanent addition
to the organization. .

The project approach is’also used if the task
confronted is very complex and needs -a lot of co-
ordination. As an example, we could cite the Ex-
tension Service's Northeast Extension Publications
project, where one function of the project manager
is to oversee the developmeént, produc¢tion, and dis-
semination of Extension consumer education publica-
tions from all the states in the Northeast.

The pro)ect method offers tremendous opportunities
to experiment at relatively little cost. Educationally
speaking, it is a great chance for an "intellectual
entrepreneur” to be able to move into uncharted waters.

Experience gained through the federal project on

. which this manual is based shows that one of the very
g important tasks is that of communicating among project
members on an ongoing basis. Difficulties can and '
most likely will occur regarding maximization of
persognel efforts, because the goals, insights, and
backgyound of permanent staff, part-time professionals,
pard-professionals or i térns, office workers and
regular staf€ and adminjstrators outside the project
might be divergeﬁt. . ;

Special effort needs to be made to clarify again’
and again the goals of the organization and the pro-
ject: the strategies to be, followed and benefits to
be derived by consumers as well as the project team
from the project. Similar communication should ideally

. be going on with administrators and professionals in
regular programs to make them upderstand your goals ‘
and objectives.

One final thought: to operate modst efficiently
you need to have freedom to experiment, change strat- .
egies if necessary, and to make misfakes. Secure the
complete trust and cooperation of your supervisor and
strive for mutual understanding. :

q}
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PROJECT DIRECTOR: RESPONSIBILITIES
'AND CHARACTERISTICS '

Plans what needs to be done and Qhen: designs -
project, writes proposals, submits for funding.

¢ . Administers and/or supervises the use of the
funds.

. Hires, or assists functional manager in hiring,
perspnnel (paid as well as volunteers); co-
ordinates their activities; supervises them.

‘ . . \ .
Directs project (oversees all phases of project);
if applicable, works- on project alone with no
tedm involved. ’ - ‘ C

Sees that resources are available for project °
activities and supplies what is needed.

Coordinates ev&luation or directs evafﬁhtion.as
applicable; monitors the project's prodress.

. Plans and implements phase-out of the project;g
’ . has interest of entire teamrat heart. '

.. Needs tgo be creative and innovative, have

' management background, be able to coordinate .
and delegate tasks, have human relations and

. motivational skills. ;

WHAT DETERMINES THE SUCCESS OF A PROJECT

- ‘Experience gained'from the USDA-funded project
indicate that the following factors determine the
success of a project: ‘

. A thorough and efficien§ planning‘process,

Enough flexibility to bg able to change strategy,
if nekessary.

) Starting the project on tite.

.  Completing the project within the stigulated
Jtime and within the stipulated budget. .

Monitoring the budget'regularly to see if
adjustments need to be made.
Fulfilling the objectives as stated in the
contract.




'Keeptng communication lines jlnternally and

externally) open to ensure cooperation and .
maximization of. nesouréea thr?ughopt the pro-
ject. ‘

. e

. Conducgting the evaluation on- an ongoing basis
throughout the project. .

. Phasing out the project and disbanding the
" project team properly and with sensitivity.

S . ' . )

DESIGN THE PROGRAM TO MEET THE . -
NEEDS OF YOUR TARGET AUDIENCES: WHAT

«

Plan programs qppropriate for;your target audience,

not for "the public in general,”™ and you wil}l be much more

successful. ' After you have asggssed the needs of .the

people you serve ang analyzed/them and their problems,
as discussed earlier, you are now ready to design your
‘program.. ,

Identify specific subNect matters appropriate for
your target audience. (Th& questionnaire on ,page 20-
- 23 might help you in doing this.) Creativity in adult
education programming is of great importance. Many
adults do not want to go badk to the formal education-
al system which they left many years ago. 1In order t&
reach them, you need to be creative in what you pre-
sent and how you present it. Consult the chart on
"Possible Consumer Education Titles" on pages S56-57.

As a practical example of the pquram
design of a community outreach program,' we agaig cite
the prOJect "Helping Families Adjust to Econdm%g
Change." 1Its major objective was to reach and helg
families with information on budgeting, decision
making, credit, insurance, saving, family communica-
tion, and general money  management and to develop edu-
cational materials as necessary. Notice from the
components identified below that this program was
desiyned to meet the consumer needs of particular
.communities through a varlety of. procedures and
aCthltleS : .

¢

*

;Components of the Project

]
The outreach. phase explored the use of a
van at different times of the day and at
different locations as one method to reach’ .
new audiences. New, ‘Brunswick, Sayreville, '
and Perth Amboy, with their different ethnic
blends, were selected as sites. e
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The program also used community rooms and
consumers' homes to hold classes in, and
asked the support of community leaders,
local agencies, and civic groups to help
increase the outreach. . .

Another Sspect of the community outreach
phase was to contact consumers thtough
their employers by offering.classes in
companies and firms. The program also
» : benefited the employer, who is an integral
' part of the community, by generating better
‘ educated and adjusted consumers who are
able to cope with the pressures of day-
'to-day expenses. . ‘

‘The development of educational materials
for educators to help consumers solve )
their personal financial problems through
proper decision making was another com-
ponent of the, project, as was the. develop-
ment of consumer fact sgheets packaged as a
home-study correspondence course. ‘
. -
. The eyaluation phase was conducteqd under
the leadership of an outside evaluator.
. This phase also included the development
r ‘ of program indicators and proper evalua-
tion. instruments. This was an ongoing
process, done with support and constant . ¢
feedback from all of the professionals
involved with the project. '

The project has national implications; the final
report, evaluation conclusions, recommendations for the
future, and the materials developed are being dis-~

« tributed through all land grant universities to
Extension ﬁgucatqrsxand consumets.. The findings
and writteff materials help community educators in-
terested in establishing a local or regional cof\-
sumer economics program to do so with the least amount
\ « of affort and expenditure of human and finahcial re-
sources. ‘ :

€

AY i

DELIVERY SYSTEMS: HOW

3

In order to get your message acrosg successfully
You need to look into various ways of teaching con-
sumers. Methods of ‘teaching and reaching peopMe with
consumer education information which have, at one time
or another,, proven to be successful in adult community
education include: : : '
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Direct teaching of groups through classges,
workshops, panel discussions, forums, short
courses and mini sessions, discussion groups
and speeches given in community rooms, schools,
and colleges: teaching and disbursing of in-
formation in mobile units, in homes, at places
of work (lunch and learn), in'libraries,
through social or service clybs, through

P civic organizations, at religious gites;
and teaching on a one-to-one basis in homes.
»’/”‘ : o
‘Newsletters, home-study courses* and self-
learning kits geared to specific audiences
and offered in homes to young mothers, the

. elderly, working couples, etc., who cannot

easily attend meetings.

Fact sheets and leaflets on one specific 0
topic; flyers bearing short messages, left
at places where consumers congregate.
Use of mass media including consumer articles
written for newspapers and/or magazines,
regular newspaper columns, radio announce-
ments, appearances on television shows, cable
TV programs. : ’

. ' . -
Displaying educational material (one or tw
sets) in doctors' and dentists' qffices,
with flyers on hand to register for classes
or to receive further information;/distribu-
tion of educational literature (leaflets)
through Welcome Wagon hostesses. ‘

Telephone answering service on specific
topics at certain times staffed by pro-
fessionals or paraprofessionals; automatic
telephone service offering a cHoice of two- to
three-minute casseéttes containing information
4on different topics. There might be a tele-
\ phone "tape library of fering educational three- to
five-minute messages on selected topics, pre-
;/, sented in laypeople's language. As examples,
/ many hospitals offer this service as a’
"health ;nformation'telephone service;"

~

‘ *An actual example of the planning arid, impleméntation
. of a home-study course is presented on pages 39 to 44.~
N O M ’ . -
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County Extension offices may offer this
"Dial-a-Message" system for homeowners
on subjects such as landscaping and plant
diseases, home and family living topics.

+ Envelope stuffers with educational messages
for enclosure in such things as bank state-
ments and utility bills. ° -

- Recruiting and training volunteers or para-
profesaionals to work with individuals or
families in people's homes or in small group
situations.*

Educational exhibits at county or local
fairs; a booth offering information set
Up at supermarkets, department stores;
setting up a fair in a shopping mall.

Consumer information offered through in-
house organizations, such as an industry
‘news letter to employees. :

.+ Traveling mobile unit offering consumer
education in an informal manner at shopping
centers, parks, etc.

{

THE HOME-STUDY COURSE ' "
(An Example)

As an information delivery system of community
outreaqh,/ﬁbeﬁﬁbﬁ -study course provides;

-~ J N
_ " a method r reaching people for whom
. attending learning sessions is not
////// feasible;

= a method of imparting more comprehensive
information than is genaraldy possible in.
the time restraints of learning sessions;

- a method of continuous monitoring of par-.
ticipant reaction and interest to the
course administrator; -

. "

*A good example of .this is the EFNEP program funded
by USDA. Expanded Food and Nutrition Education
Program - U.S. Department of Agriculture - SEA/

. Extension - washington, D.C. 20250.
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a method by which participants can gain
knowledge and skills in a desired subject
area in the privacy of their own home,

on their own time, and at & modest axpense;

, +
- written information on subject areas which
gives participants permanent access to the
information; i y

- a method by which participants can share
the information and/or materials with
other family members and friends or to

use in their work, if applicable; and [\
? ' ’
-~ a catalyét for family communication and
decision making. . >
Design -

In congruence with the project oblgctives, five
topic areas (units) were included in the coun{e "Your
Money Matters" (written as part of the project).

Unit I - Financial Plhnning
Unit II - Coping With Credit

Unit IITI - Planning For Protection - Life Insurance
h Unit.1vV .- Financial Aspects Of Buying A House
Unit V - Making Your Money Grow ‘\\f

Each of the units was mailed in a titled folder
and contained: , .

1. A cover letter. -
2. - Fact sheets:

a. Each fact sheet discusses a specific
aspect of the unit topic.

b. Fact sheets are divided into sub-topics
with short discussions under each heading.

c. Each fact sheet consists of two to four
pages.

+
d. Fact sheets are consecutively.numbered.

e. Fact sheets in different units are printed
on different colored paper.

3. Quizzes. .
A « ”
13
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J/Ciyl. Participant feedbagk mechanism throught
N

a. A‘quo-tion at the end’bf eaoch quiz -
. "Have you used or shared any of this
infaormation from the fact sheets, or

. do you plan to? If yes, in what way?"

b. An oﬁler for supplemental material for

most/ units. ~

5. . Pamphlets, charts, additional fact sheets,
or ather material which amplifies the unit
topic. o .

6. Envelope addressed to the course administrator
in which the participant may return the quiz.

Implementation

To promote the course and enlist participants, .

the following strategies were used:

Newspapers - articles were written in the local
hewspapers about the project, including an ex-
planation of the homg-study course and information
needed for registration.

An announcement was primted in whe County Home
Economics Extension newsletter.

.
A [cover letter and registratiod’forms were sent
tgecommunity service organizations, such as the
YWCA, Urban League, Middlesex County Welfare
Board, etc. ; .

A cover letter and registration forms wera sent,
to other individuals and groups who had had -
previous interaction with the project.

Administering the Course

The process of aqministering the course was as

follows;

. x

l. A cut-off date fér redistering for the
course was announced. :

2. The first unit was sent' to registrants.
In addition to the aforementioned
matepsat, this unit contained:

s .

a. A brief description of the topics in

each of the units, and . <

n ' '
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b. Procedural directions for taking the
course, including the schedule for .
returning the quis and receiving LIS
aucceeding units.

3. A three-week interval was allowed for study.
The quiz was returned to the course adminis-
trator within this interval.

M N
4. The returned quiz was corrected and photo-.
copied by the administrator. (No actual
grade was placed on the quiz, but incorrect
answers were marked and explained.) ‘

5. On'the scheduled day the second unit was
. , sent to all registrants. This packet also
( contained: .

a. The corrected quiz from the previous -
i unit, if returned; and

b. Requested supplements from the previous
unit, if offered. :

6. This process was iepeated'for each unit.

7. A congratulatory letter and certificate of
- completion was sent to partlcipants who.
completed the fjive-unit course. Completion
is eé&ablished#{ a participant marked and
¢ M L returned all unit quizzes. ~

The attached chart was found helpful for record-
keeping purposes and administration and evaluation of
the course. ‘

'Suggestions For Using the Chart: T
) ¢ N\
- Alphabetize names of registrants (it also helps to
alphabetize. the photocopy of the quizges in unit
folders by registrants' names for evaluation.)

- For each unit, record: o ’

’
date sent - if the date is the same for all regis-
trants, it need only be written once, then check
this column for egch participant as his/her unit
patket is mailed. .
quiz received - as each quiz is reckived by the ad-
ministrator, the date is recorded in this column.

quiz graie - although no grades appear on quizzes
returned to pgrticipants, the number of correct
. answers is placed in this column.
;;
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used or shared - {f participant indicated that
the information or material was
used or was shared with others,
this column is checked..

cludes considering-optimum location ahd appropriate

‘Finding the‘;thimum way of reqchiné people* in-
time (the where and when of your program) .

FINDING THE “BEST LOCATION: WHERE

Finding the best location means asking yourself
the question: Where do people congregate? Are the
consumers you want to reach young, newlyweds, a young
couple with children,: or elderly? The places where
they are likely to be found will differ depending upon
whm& the consumers aré'you want to reach.

Newlyweds mi&'! be located by looking
through marriage announcements in news-
papers, thrgugh a religious organization,
or through a newcomers' club or Welcome
Wagon type organization.

Elderly consumers might' congregate at
senior citizen centers, religious centers,
the YWCA/YMCA, YMHA, or other such in-~
stitutions. «

- Young families with children will be very

* busy at home and the adults involved might
not be able to leave the house as often as
they would like, although they need informa-.
tion on how to handle financial matters, how
to treat children in terms of money, and how
to help them become &ffective consumers. Why

not reach th rough a newsletter, telephone
. messages, cgnsymfer memos, supermarkets, or
pediatricia ‘ '

*Additional information can be obtained from "Reaching
and T¢aching Young Families," A Handbook for Exten-
sion. 8taff, Extension Service, U.S. Department of
Agriculture, ESC 573, Washington, D.C. '
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The following are examples of creative places
consumers might be reached with Information;
some will be repetitive, but«have been in-
tentionally placed here to reinforce their
importance;

At home (home-study units, newsletters,
fact sheets); public places (libraries,
posters in supermarkets, flyers); or- .
ganizations (tenant's organizations),
clubs (Lions, Women's Club). '

On streets (flyefs, announcements of
programs, mobile 'unit).

At place of work (lunch and learn pro-
grams, in-house newsletter, envelope
stuffers with paycheck).

At religious centers (after-serv{ce
program for parents while youngsters
have an orqganized program).

At community centers (all times).

Local offices of Cooperative Extension

Services, YMCA's/YWCA's and adult schools,

colleqges, day-care centers, (information

about programs can be sent hame through
“youngsters).

At places where people bank and conduct
their financial affairs, such as banks,
credit unions, investment and insurance
brokerage houses (exhibits, information
- booth, leaflets included in their mail-
ings). , :
Agencies (fact sheets, consumer informa-
tion to those on their-wa*ling list).

\ At doctors' or dentists' offices
) (literature, program announcements).

At unemployment offices (literature,
learning sessions announced).

In parks and at public or private
recreational facilities.

In stores and shopping centers and malls.

.
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CHOOSING THE OPTIMUM TIME: WHEN

The time vf day one offers a program is of great
significance. To illustrate this point, more and more
women work today. Many are too busy to go out at night
to an educational program; neither are they home during
the day (Monday-Friday) for discussion group seminars.
But Saturday might be a good time to bring them out
for a seminar. Newsletters will certainly reach them
at home as would home-study courses or mini-units.
Saturday might also be the day the spouses would join
them in their endeavors.

A lunch and learn program conducted at an em-
ployer's site offers good timing and a convenient
location. Similarly a program can be scheduled for
young mothers at the library while their children
are busy attending the story hour. The following
examples are offered as strategies involving suc-
cesaful use of the elements of time and place:

LUNCH'N LEARN SERIES /

(An Example)
Overview

In April, May, and June 1978, three Lunch'N Learn
series (a total of 12 sessions) for university sec-
retaries . were initiated and conducted on the Rutgers
campus. Each series consisted of four one-hour ses-
sions (one per week for four weeks) on different areas
of family financial management and included after-
session counseling in two of the three series. All
sessions were held during the lunch period at a facil-
ity provided by the university.

-Conclusions and Recommendations

The use of the lunch hour for learning sessions
was found to be an excellent time to reach working
consumers. The participants in this program were
more than willing to make use of their lunch hour
by -attending this free mini-course. The major ad-
vantage of this approach is that it allows working
congumeérs time for self-enrichment through learning
sessions without adding to the time they spend away
from home.

The major drawback is the strict time limitation
available for the session. Thus for a lunch and learn
series to be effective, the following suggestions are
recommended:
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1) The meeting place should be within short
walking distance of the target audience.

2) Coffee or tea should be provided and ready
at the appointed hour. ‘

J) The presentation must be yell erganized if
material is to be covered. However, when
teaching adults, the presenter must always
remain flexible in order to meet the needs
of the participants.

4) Question-and-answer and discussion formats
are important teaching methods which add to
the informality and rapport between the

‘presenter and learner, but these methods
must be moderated carefully due to time

. constraints. ‘

5) If possible, it would be advantageous to
enlist the cooperation of the participants’
- employers. It might even be possible to
extend the lunch time. From a public re-
lations angle, remember, however, that
participants must be back at work at the
appropriate time.

\ 6) Experience showed that it is heneficial if
the presenter plans for extra time to answer
personal questions from participants after
the end of the session. Thus there is ad-
ditional teaching/lgarning going on for those
participants who want and can stay longer.

AN AFTER-HOURS PROGRAM WITH INﬁﬁSTRX
\ (An Example)

..

Overview

Three series were conducted at two New Brunswick
companies, Each of the series offered gessions in
family financial management presented by professionals
in different areas. The learning sessions were held
at the end of the work day on the premises of the co-
operating industfy. ‘

The community coordinator organized the series to-
gether with the personnel managers of Midland Ross and
Surgikos. The project director was part of the plan-
ning committee and conducted individual sessions at
Midland Ross and Surgikos. The Midland Ross program
reached both middle-management and blue-collar workers.

<
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The éhrqikol program included only management and
secretarial personnel.

ConcClusions and‘Recommendatiqnax

Employers are becoming increasingly aware of the
advantages of providing nonwork-related services to
employees. Thus, in an effort to improve employer-
employee relations, many companies are willing to co-
sponsor programs for the self-benefit ofi the workers.
Companies may be willing to supply meetihg rooms on
the premises and provide advertisement a
for a gsaries.

After completion of the Surgikos series con~-
ferepce was held with Mr. Weisberg, Manager, Organi-
zational Planning to discuss his assessment of the
program as it was presented to Surgikos and his sug-
gestions for, and input into, the most effective
methods of working with industry. ’

presented, the speakers exce)lent, and the topic
covered of interest and importance to all consumers.
He felt his company benefited by providing this ser-
vice to the. employees. The following recommendations
surfaced at the §valuation meetings held after the
sessions and interviews with the personnel manager,
project director, and project coordinator:<

‘He felt the series was ;pry well organized and

When Working with Industry, Consider the
Following Suggestions:

1) Contact the president of the company
or the personnel manager responsible
for programming. Explain fully the
purpose of the service (a flyer is
helpful) and the benefits to the
company of co-sponsoring this type of
program,

2) Present examples of past performance
records,

3J) "Have a workable course outline giving
potential sessions, dates, speakers, etc.

4) Record in writing all delegations of
authority, i.e., methods of promotion,
when and by whom promotion is to be
carried out, etc.

5) Enlist the cooperation of labor union

: officials if applicable.
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6) Make sure that you have the rull cooperation
of the personnel manager and/or union leader
or others on your planning committee regarding
distribution of promotional brochures and that
full moral support is given to the project
team.

7) Conduct a’'needs assessment in cooperation
with the personnel manager .and/or union
Jeader to pinpoint exact needs and problems
of the employers which the program will try
to meest.

8) After informing employees of the Tesults of
the needs survey, include a registration form
with the program outline and make registra-~
tion mandatory by a certain date.

9) Have a simple evaluation form prepared to
hand out at end of series to be filled in
by participants.

10) share tabulated data and results of evaluation
with your industry liaison person and the
planning committee to assure future co-
operation. Industry representatives are
used to working with figures ‘and:always
look for tangible results. Your performance
of an evaluation and dissemination of the

‘results will be impressive and will command
their respect.

The illustrations presented in this chapter are
just that--illustrations. Wwith particular reference
to project planning and development, keep in mind that
creativity and ingenuity are many times the only ‘
boundaries in an edutator's quest for new horizons.

/ -
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" Chapter 3:
PROJECT
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WHAT IS PROJECT IMPLEMENTATION?

Implementation is the action taken based on your
program design. It is the real productivity test. It
indicates who was ‘taught,’when, what, where, and how.
It is here that the success of your community outreach
program will be tested, weighed, and decided.

If your planning has been thorough, there is no
need to be afraid of failure. If some gtrategies do
not work ‘as you had anticipated, do not be afraid to
admit this and to‘'make the necessary changes. This iw»
what program planning, design, and implementation are
all abbut. ‘ ' &

The following two ideas, stressed by Silverman in
Project Management, have been adapted bys the authors
for educational projects: *

: 1. The jump from planning a project to actually
coordinating and controlling it while in
rocess is difficult for many people. Many
\\Srofessionals have been specialists of one
kind or apother and -now as manage¥s have to
be generalists, who oversee and tontrol. ,
. . -

2. The requirements for successfully completing
the planning aspects of a project are usually
quite different from the requirements for

* implementing and controlling that plan.

In the beginning or planning stages of a project a
"supportive or cooperative style is generally necessary
in order to secure everyone's cooperation in a fully
defined, rather fluid situation. Later, when plans
are completed, designs frozen, and production underway,
a more directed, business-like style is needed to meet
specific time-cost restraints."” It is very diffdcult
to change "one's management style" to meet the changing
needs of the situation, but "in project management,
it's a‘necessity." A successful "style" during the
beginning phases can' be a liability in the implementa-~
tion phase if it is unchanged. . ‘

If you are interested in further study on this
topic, you might also want to read A Theory of Leader-
ship Effectiveness, Fred E. Fiedler, McGraw-HI1II, 1987;
or consult some other books on thig topic. .
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EXAMPLES OF DIFFICULTIES AND BENEFITS

IN PROJECT IMPLEMENTATION .

The authg%a feel that it is important for project
managers (olpecially those for whom this role is a new
one) to be aware of some of the difficulties which can
be experienced in project implementation

Difficulty qxth personnel . insofar as they are
temporarily brought toggther for the project.
Also, personnel have different backgrounds and.
not enough time to get adjusted or not enrough
interest fo do so. . :

There is a question of loyalty to project
director. *

Other interests might be placed before
project responsibilities.

Time is needed to become familiar enough to
communicate successfully regarding project
needs.

People outside the project team don’t.always-
understand mission and goals of the project.

There might not be enough support given to
team members from regular staff.

There is great pressufe'for "success" and for
achievement in terms of reaching the project's
- goals.

Many people f£ind it difficult to have to
~leave the project after a certain period of
- time, although it was pre- arranged- some

bitterness can result.

[

On the positive sxdé, there are some real benefits
as far as the program lmplementatlon,xs concerne
such as:
great flexibxlity (at least greafer than in
the regular ‘program where channels are . .
established). \ )
therqeneration of new ideas.
creativity can be at its peak. o o

possibility of trying things out &t the spur
of the moment or on relatively short: notlice.
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+ 4a relatively inexpensive way of putting to-
gether or trying out some new project ideas.
If they do not work they can be discarded;
chances are that there will be some very
good results coming from the {toject, even .
though some might be differen than expected.:
If the ideas work out as projected, so much
“the better; then the entire process can be
applied on a larger scale and integrated in-
to the regqular program and into_the larger
organizational structure.

Elements of program implementation include the
promotion of your project and the delivery or action
taken. ’

MARKETING YOUR PROGRAM ‘
(Project Promotion)

General Strategies

General ‘strategies towards successful implementa-
tion and promotion include: ‘

-¥ Making a plan that includes resources you have
at hand and a time frame. £

+ Analyzing the various methods of 'implementation
available to you and selecting one or two which
you feel is best suited to your audience.

efforts; maybe you need a co-spansor for your
.program, or need assistante in other ways.

You can use fommunity resources for facilities
and speakers and as referral for information.
and’ audiences. See the Chapter on "Utilizing
Community Resources" in Personal and Family
Finances, a Respurce Guide or Teaching.

Using community reaourcewtfor coordination of

Using advisory committees in program imple- -
mentation. The roles they play can vady

8- greatly. To make them effective, it is *
important for you to analyze for yourself
why you need them, how you will use them,
and what you have to offer in return (more
Oon the use of advisory committees can be
found at the end of this chapter) .

]
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~ . Employing some or ‘all of the following
suggestions:

* = Develop a folder on your organization and
the project; include all relevant material.
This folder can be used when introducing
the(program to people in the community,
industries, agencies.

- Identify weekly' and daily papers, shoppers'
magazines, radio stations, and supply them
with promotional information on an ongoipg
basis.

-. Develop attractive, inexpensive flyers
) about your project Send letters to
* key leaders in your community. -Such
flyers and brochures can be included
with the letter to help sell your pro-
ject. -

- "“Package™ your educational program in an
appealing and creative way. Thig means
choosing an innovative title for your
program, such as "Money Matters for Teens"
instead of "Budgeting for Teenagers" and
including an exciting course description,
The following list of titles might give
you some ideas on developing your own program
title: .

-~

LIST OF POSSIBLE CONSUMER EDUCATION TITLES*

Families in Crisis
Non-fault/Default
Stress Points
Family Adjustment to Ecoo0mic Change
‘fhink for Yourself | '

New Coping Techniques

*These ideas for titles are the result of a brain-
. storming session with R. Friedman/ B. Macauley,
A. Burkart, F. Minifie, R. Speelman, (EXxtension
Home Econgomics Specialists) on creative toplcs and
titles xn‘gonsumer education in 1977

\

—
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Creative Coping for Consumers

Shifting Gea}. in/EInAnc#al Management

"To Cope or Coé‘Out , !

Adapting to Chamnge

Adjusting ‘to Change

From Stress to Sucaess \
)/"' | Availability of'Resqufcgs\)-

Flnancial Indepéndénoe - Fact or Fancy?

Tunnel Vision or Vista Vision l

Focusing Goals for Consumers

Real Problems - Real yolutions

Inst:;t Society - Instant Success

Be Your Own Ekpert

Explore Your Options

Consuﬁer for All Seasons /
' Locking .Yourself into a Life-Style /
. . 1
. ~From Cadillac to Pontiac - Realizing Your
Limitations
N Financial Stress and Strain - A Habit?
Time Trap - Money TFap
Spending Yourself
e \ Don't Panic =-“Adjust
\
Environment - Consumer
,Fyture - Stretch! ” (
- 'Offer refreshments and a gpd(gl hour,
This activity can serve t6 break the
ice. o s ,
e o - N
i - Negotiate with the industry and labor
unions where you are holding your pro-
gram to have half the time for the(?gurse
L .
. 7 0
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donated to omployool, the other half

being the ompIOyool contributions.

Let this be known to the people in-
l” volved well ahead of time.

- Announce that you will be giving out
certificates of achievement to those
who attend the entire course.

- ANfee might be charged (e.g., $6 for

. a six-session course), and returned
to the consumer after completion of
a gourse.

- Write short, appealing, meaningful
radioc announcements, flyers, news
releases, or feature articles for the
local newspapery/

- The project director can either be
- interviewed by a staff reporter or
: the announcement can be developed
jointly. Post the flyers in super--
markets and libraries, deliver them.
to homes of consumers, and distribute'
them through organizations,

- Include an interedéyﬁg person on the
program who "draws" crowds (it can be
a local politician, some respected
governmgnt official, ‘or & celebrity).

- Last, but not least, go out and find
consumers at places where they con-. ’{
gregate: hospitalg, baby health
clinics, women's centers. Explain
your program directly and give out
flyers and brochufes.

Tailor Your Promotion To Fill
Speclal Needs

In addition to the regular promotional activities,
you need to develop a specific promotional strategy
for the particular project you are planning.

The strategy is different when you promote a
program geared towards industry employees in-house
.as opposed to one which is open and aimed at the
general public The promotion of the latter will
differ again depénding on how you deliver the program,
For example,-if you co-sponsor a project, the announce-
ments will go to more than one mailing list and will
reach more people.

€
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The promotional strategy adopted will also depend
on the type of audience you are trying to reach (e.g.,
young families, senior citizens, etc.). You need to
be sure your information will reach your particular
audience. :

Only you can develop a promotional strategy which
will work for you. The following examples might help
you in developing your own successful marketing style
and approach. -

A Promotional Stratdgy Involving Retail Businesses »

This strategy was developed and implemented in the
federal project (a similar strategy can be emp loyed
when working through industry establishments).

You decided that you wanted to work through refail
establishments in the designated community, either to
Cco-sponsor a project for company employees or perhaps
to utilize their credit manager as a resource person
for a class open to the public using their communi ty
room or some other location. You have chosen the re-
tail establishment because a large number of people
walk through retail stores, and many of these people
would benefit from your information and your program.

What do you do? v
Steé 1 :

Identify retail establishments in the communities
in which you want to work. Gain their cooperation and
assistance for your project. .
Draft a letter of introduction indicating the
who, what, when, where, how, amd why of the
project; alwo say what typg of support is
expected and why. - ‘

Identify the decisionmaker(s) in the retail
establishments - who has authority "to make

the programming decision. Address your

letter to this person (e.g., the general

manager or personnel manager). T

Explain how cooperation on this project will .
help the retail establishments. s

Explain how their cooperation can and will
“benefit consumers. '

.60
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Mail a model letter to‘those retail establish-
"ments interested in your project (each one
receives an original letter, not a photocopy).
Enclose a pamphlet or other pertinent printed
materia). (This pamphlet should have in“m--
tion on the project to familiarize the r bt
ceiver with ‘the rrojoct.) v
. 3

SteE 2

Contact key people in the above establishments
by phone as a follow-up to the letter. ~

Arrange appointments.

Meet with people in the personnel department
and with those in the organization's office
of development and consumer affairs and/or
public relations department. If there is a
union involved, include a union member (steward
or other) as well as a member of the group to

. which the program is to be.presented, if pos-
sible.

- . Set a date for a program planning meeting
regarding gpecifics of content, time, and l
resources needed. : » /

Follow up the meeting with a letter to reinforce
the intention towards further cooperation, an

to thank the manager or personnel officer for
his, or her time. : )

Organize the next planning meeting: Proceed
with implementation of the program (choose
title, order rooms, invité resource people,
promote and hold the meeting; after the pro-
gram is completed, do necessary follow-up and
evaluation).

Y 4

“~

Basic Steps in Implementing a Conferenge*

The following is a detailed planning guide.
Although the steps were developed for the planning,
implementation, and evaluation of a formal conference,
they will stimulate thinking and can be readily adapted
to the management of any type of educational program.

A

*Quoted from'Training Program for Consumer Education by
Lynn Jordan, former President, VirgInia Citizens Con-
« « gumer Council.

TN
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(1)
(2)

(3)

(4)

(5)

(6)
(7)
(8)

(9)

(10)

(11)

(12)

Determine the purpose and objectives of the
conference. Decide what you want to ac-
complish and who your audiepce will be.

Choose a conference committee. The committee
should decide who will make decisions and who
will do the work.

Write a proposal and secure funds. This
requires preparing a budget. -

Determine the agenda: topics, speakers,
format, group rules. Go back to your
objectives. Be specific when you invite
speakers; tell them exactly what ydu expect.
In most situations, {t's robably best to
develop a format that wil encourage jin-
teraction among participants.

Select conference facilities. Consider the
atmosphere: will it encourage participation?

Develop criteria for choosing participants.

Publicize the conference.
Prepare brochures and gpplication forms and
use the media to recruit participants. :

Locate housing and-transportation for
participants and speakers.

Prepare background materials and conference
program. If you expect participants to do
pre—conferggce reading, let them know. Also
send partidipants maps, ¢onference schedules,
information about avajlable time for sight-
seeing, etc. .

Assémble equipment and confirm arrangements.
Contact the facility's staff on a weekly

basis the month before the conference.

Confirm arrangements with equipment suppliers.
Call or write all speakers about a week before
the conference "just to make sure they have no
last minute questions or problems." .

Prepare facilities. 1If possible, visit the
facility the gay before the conference begins.
Make sure someone is on hand to greet partici-
pants, especially speakers and discussion
leaders, oo i
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(13) tiold the conference. If you have done a
good job of preparation, this is the sasiest
part. Some things will go wrong, but you
will have anticipated them. Try to stay on
schedule. .

(14) Conduct follow-up activities. If participants -
are assigned follow-up activities keep in
touch with them,

(15) Evaluate the conference. Try to identity .
what you did well, and what you could have
done better. '

(16) Report the results. Write a report on the
conference for your funding source, members
of your committee, etc. Use your experience.
Write a "how to" manual for fellow educators.

WORKING SUCCESSFULLY WITH AN ADVISORY COMMITTEE

Many projects require the establishment of an
advisory committee or board which should include
some consumer representation. The roles committees
play can vary greatly. For example, the committee's
general function might be to advise on all aspects
of the project, or just on one particular segment.
whatever the rale it plays, you can be the beneficiary
of pooled talent, enthusiasm, and knowledge. To make
advisory committees effective, it is important for’
you to determine why you need them, how you will
utilize them, when and where you want to meet, how
long meetings will last, how often’ you will need tq
meet, and what limitations there are on the authority
of the committee, if they have any authority at all.
You might also consider what you have to offer in
return for their cooperation or participation.

Using the Services of an Advisory
Committee In Program implementation

Here is an example of how an advisory committee
developed a strategy to improve the effectiveness of
a consumer education outreach program.

. »



RUTGERS UNIVERSITY ~ COOK COLLEGE

COOPERATIVE EXTENSION SERVICE

v ?

FEDERAL PROJECT:

. .
“Helping Families Adjust to Economic Change"

FEDERAL PROJECT ADVISORY
COMMITTEE MEETING °

- RAMADA INN
Rutgers Room
New Brunawick, N.J.

‘December 8, 1977

The people invited to participate were chosen
because of their willingness to /participate, their
expertise in consumer education, and/or knowledge
of the community. The group included representatives
from banking, industry, education, and community
agencies. . -

The preparation for the meeting lasted several
days. The committee meeting itself lasted half a day.
The entire project gtaff was involved in one way or
a;fther. The committee was oriented toward the over-

a project and given a specific objective to work
téwards:

The objective of the. meeting was to explore ways
to effectively market the consumer education project
to different audiences in Sayreville, New Brunswick,
and Perth Amboy. The committee dealt with:

*ways to reach target audiences (methods,
strategies). {

*how to inc¢rease the number of clients (making
service more appealing, taking into consideration
changing life-styles,- etc.). :

*how advisory committee members can contribute
to the educational delivery system.

After the initial introduction, review of the
objective, and presentation of the scope of the

63
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overall project, the advisory committee members
divided into four groups, sach group having respon-
sibility for one specific audience type (see exercise
charts 1 and 2 on pages 65-69). Pour individuals who
were knowledgeable about the project were given proper
inatructions and guidance and served as discussion
leaders for each group.

Each group selected a reporter who, at the end of
the brainstorming session, reported to the entire com-
mittee the types of delivery systems on which the
group had placed priority. The evaluation of this
meeting showed that the advisory committee members
felt the format was successful and the time spent was
well worth their effort.

When selecting members to your advisory committee,
you should include, if possible, someone from the
audience for which the project is being planned for
identification of interest. Other members should be
chosen carefully as to their sensitivity toward your
program, what they can and might want to contribute,
educational background, etc. The professional talents
of the individuals as well as the benefits advisory
committee members can derive through this involvement
should also be considered.

64 .



GROUP SESSION I
N\

GROUP BRAINSTORMING ACCORDING TO FAMILY STRUCTURE

FAMILY -
INCOME
45,000 - |
SINGLE " TWO TWO. OR MORE  SINGLE
PERSON PERSON PEOPLE IN PARENT
°  HOUSEHOLD HOUSEHOLD HOUSEHOLD HOUSEHOLD
A B . (o D
5,000 ) : .
¥

This group works with:

(Group ) within the
5,000~-45,000 incowe lavel famlIy.

1. Identlf& types of single household audiences:

o)
P}




. \ ' . ¢ '
2. Looking at the communityedata sheets, is there any clue as to what group (s)
warrants priority attention? Be as specific as possible.




3. Cite specific methods (delivery oyltm) whlch might appeal to
different target audiences.

’

f

. | 6 |
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-

How can we package content appealingly? (according ﬁo'subject matter, .
e.g9., Credit rights: Programming your $'s or according to audiences)

P
ik ~ ° v
’ 2
¥
-
® : . %’ y
How can we increase our audiences? ' &
. o . - [
e
, B i_av
. : . to?
. ’ . : ' . *
R . ) , o ‘%."" ) ‘f
How can advisory committee.members contribute to the delivar¥>§¥sgem2
o s " ?ﬁh‘ . v(‘
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GROUP SESSION §2
STRATEGY (method)
WHO: (target audience)
HOW:
] WHERE: .
s s L P -
» £ ® -
R mr 4
* . WHEN: ) : .
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) - A Secbnd Illustration %

The following example consists of the second major
advisory committee meeting which was held four months .
after the first*: .

“Helping Families Adjust to Economic Change"
USDA specially funded project

second Advisory Cqommittee Meeting’

April 18, 1978

Holiday Inn » .
. Route 1
‘North Brunswick, N.J. '
“’, o

Agenda

.

- Committee members arrive and register

- Welcome by Dr. John Gerwig . . ' ;7’

- _Informal introduction\bf all commjttee members

1 [

- oOverview of project and homé-study course by A

Denise Matejic . L
» ' ‘e Bl
- Reports by:
o p Y ‘ ' " . .
. Dr. May Huang - Evaluation - A\
4 » ’ PO I
: Richard Sprince - Community Outreath .- -
o Suzanne Bonamo Z Lunch'N Learn, (On-CGampus .
o ‘ Outreach) . i___\S= ‘« I AP r“;
. Frank McHugh -'Sub-commitiee - Publié Communica- '
tions Liaison (Banking Sﬁyffersh AP
"\-." A N - o ?'
*Throughout the duration of the project-ﬁ@ny !nformal ¢
. g meetings were held with: various members of the advis-
o ¢ _ ory committee either by phone or .in person. This was «
' done on a smaller more informal basis as needs Frose.
“w ~ . - | ] N L
. f{ N\ ) J
, ¢ # N ‘q,ﬂ\ i 4 >
I P . L T -
. . y " 70 o T ’
N ’71 v L *
o ~~ . . e e
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L4 -
Viola Van Jones - cqnﬂpon-ornd Community and
i o Campus Outreach - Women's Center

- Reaction’to Objectiﬁel
~ Discussion of Objectives ‘ '

- Adjournment
- A
-The objectives for this committee meeting were as
follows:

Objectives (as presented to ‘ o
meibers] ' :

* o+ 1 Ainform you what has-been accomplished as
! : an outgrowth of your suggestions from the
last meeting,

* . To determineyf there are any aspects of she
program that‘can or ghould be contindbd after
the dea@line of the groject.
If so, to decide how you or your organization
. can help continue the outreach program and ré
, { Ppromote the concepts taught on family resourte
¢ managemgnt within the guidelines of the .Co-

operative Extension Service. . ‘

* /To identify any problems you pigh?‘nptice in
o the 'implications of our program and suggest
possible solutjons. \\ oo

* To share any successful programs you have had

. with copsumers to see if there are any areas’

¢ , where wig sheuld modify our gipgrams.to engure
their,su&gess.

-
-~

, '~ The above example illustrates the successful
N cooperation between a project team and the community.

Depending on your funding” and your project's needs,
YOou can involve an advisory committee as early as the
preplanning stage, or lat®r in the implementation or
evaluation stages. A « '

-
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TOOLS FOR IMPLEMENTATION

If project management is new'tq you, cpances are
the following tools will help you: '

-

Timetable ' N

L. To facilitate the reaching of objectives.and to
maximize your project staff's resourcgs of time,

energy, and money, you need to set up timetables and
develop plans of action which show when certain tasks
will be accomplished, who will accomplish them, and

what individual or group activity is in progress or
completed. The following chartg"will help you in \
setting up your own schedules. The blocks should be
filled in by writing down the various tasks and what

needs to be accompliuhed (see Table 4 for illustra-

tlons) , . &
.
TABLE 1 -

) |

TIM EDULE R ECT (6] VE
LISTED RANDOMLY TO BE COMPLETED FOR THE NEXT SIX MONTHIS
(OR YEAR} INCLUDING WORK DONE BY ALL PERSONS INVOLVED

IN PROJECT .

. . [

Tasks to be done Jan, Feb. Mar. | Apr. |May |June
. -

Task 2

_ 14
. i 1 :

Task F

Task A

. -
Task N '

Task Y : Y

iy .. ///

r .

“After qbe\pbove chart has been filled out, analyze
the tasks and list them in chronological order of
priority as shown in*Table 2.
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TABLE 2

CHRONOLOGICALLY- AS TO BEGINNING DATE FOR THE NEXT
SIX MONTHS (OR YEAR) )

4

Tasks to be done Jan. | Feb. Mar.| Apr. | May June

PRCRT -

fTask A v X : 1>

Task N / X L

Task 4 . : X 3>

— 4

Task F X N
. b e ————— e b ~.‘{~ -

Task Y ‘ . X _.1»_.._>

1

Kd

"X" shows beginning time and "the arrow" shows continu-
ing task. If the task is to be completed before June,
stop the arrow in the month of anticipated completion.
For example, taskK "N" is to be started in February and
completed in April.

Task or Job Responsibility Charts .

[f more 'Lan one person is involved in the project,
you also need to think through and develop a group
task responsibility chart(sY. The following chart is
onc method you can use to divide job responsibilities
among people and analyze tasks.

The first time you work out this chart, have large
pieces of paper available and list all tasks as they
come to mind. This type of activity can be done at.a

staff nference or when all members. are present and
can ¢on ibute.

The second time you prepare the Chart qroup the

. activfties by their function fo make the Chart clearer.
\ . This¥is an excellent Mmanagement tool for analyzlnq
l ‘tasks, readjusting workloads if necessary, etc.
) - 4 '
‘. - d
. . ’
\




TABLE 3

CHART OF JOB RESPONSIBILITIE§

Pe raon‘

Person 2* Person 3* Person 4*
direct prdject | conduct consumer| assist in dirlct
land coordinate education pro- evaluation |evalua-
overall gram in commun- design s tion ¢
project ity »v. |efforts

bordinate write conduct design
valuation releases follow-up evalua-
fforts : interviews |(tion°
hodel
#'
onitor budget promote programs
¢
upervise observe
graduate teacher in .
tudent - class and
d evaluate
performance .
\

—
{
.

*Name of person responsible for completion
of each task.

Table 4 will show you at a g
job responsibility schedule

a Eerson on the team.

(wh

what,

Be aware th

\

-

L}

ce a combined time and
and when) for
these tasks are

sub-tasks taken from Table 1 which included the entire

project's time schedule.

should be used by the person responsible to
progress being made towatd completing thqgind1Vl ual
8

task.

(Note Task F,

"Write

News Relea

s.")

The blocks in the chart

st the



TABLE 4

(An illustration)

TIME AND RESPONSIBILITY CHART OF PERSON 2

Tasks Jan. Leb. Mar. Apr. |May June
e =%
Task F :anounce-
ant Sent
an., 5. ,
- L
write eond dead-
' Nnews re- Announce- line
leases ent of for
tart of article
roject in Apr.-
to news- May is-
papers sue of
prof.
magazine
~———
Task Y
A v
ETC.

/

To Summarize:

. e . i‘

and schedule to:

You need to set up a timetable

. remind yourself what has to be accomplished
and when.

. analyze tasks and set them in order of prioriﬁy_
. check if séhedulé is being followed closely. ’
+ check if schedule is on time. .

modify it ané whenhnecessarQ
. start Fiom the beginning, end at the end,

evaluate thé program, andcétart the process
again, ~

ki
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FINAL THOUGHTS ON IMPLEMENTATION

Your Audience

Exhibit sensitivity toward your audiences.

Take

into consideration the changing world in which we live.
Today's varying life-styles demand increased sensitivity

by the teacher-cducator to all audiences.

Make sure

that you have an understanding and acceptance of dif-
terent cultures and do not impose your values on others.
Do not make the mistake of thinking people are "odd",
or «do thingg wrong 1f they do not, do "‘them the way you

do.

.

In this eftort you need to also identify people to
whom the audience can relate. Sometimes this will be
you, the teacher. Sometimes, if it involves a minority
ot other ethnic group, a professional who speaks the .-
group's language or is familiar with the group you want
to reach might be able to better communicate the educa-

tironal program and teach with you.

“~

Working with Other People - Some Tips

»

Botore working with other agencies or organizations
in the community, before even approaghing them to ask
tor support or.coopetfation, or before establishing an

advisory commit tee, ask yourself som
the members of our project team trie
toing basis: ¢

questions,

as

to do on an on-

what are my objectives? What exactly do 1
want gnd need from people? What do I expect

trom them?

what do 1 have to offer? What will others

gain from working with me?

How are they funded? Are there restrictions

because of thas funding?

-

Is 1t really worthwhile? How will I know if
Lt 18?2 What kind of comtrol do I build in to

stop the cooperative effort if

work out !

it does not

It possible, be friendly, but brief. Know in
vance how many hours you gre willing to invest in
component of your project.  Great amounts of time

be wasted through committee meetings,
planned wisely.

~¥

~¢
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N

A great .deal of disappointment can be avoided if
one follows the above advice. Not®all people are as
dodicated and cooperative as they seem at the outset.
Many agencies-have their own strong interests and
Clients to serve and are not set up for cooperative
etforts, althfugh some are. This varies from time
to time, place to place. Learn to adjust to it.

Changing Your Course ()E Action .

A 4
There comes a time in every project when it be-

comes obvious that a change in strategy is necessary,
for whatever reason (not enovugh people interested, not
successtul). It can happen because one had previously
made talse assumptions, or did not have enough ex-
perience, or did not know how to promote, or was not
innovative and daring enoujgh to try something new, or
other factors.

In that case adjustments must be made in teaching
strategy or teaching content, or in the promotional
strategy, It might mean discarding one method alto-
gether and pursuing a different one. This might not
be an easy decision to make, but it might spell Yhe
difference between success or faiblure of your project.
The following examples have been chosen to illustrate
changes in strategies made in the federal project be-
cause of reasgms cited. above:

ggamgjgs of Changes in Strate
dnJﬂytraggﬂies Lo _be Considere

Changing from one major method of emphasis
(e.g., lessons in community centers) to

other alternatives.

Oftering refreshments and a social hour before
class and gearing the program to one specific
audience; going in with the help of a local
resource person.

- Utilizing a mobile unit to reach consumers
at tairs, and have innovative displays out-
side as well as inside.

Changing from the downbeat topic title of

"What to do When in Financial Trouble" to
"How to Make Your Money Go Further."

A .

78 \
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. Changing from exclusively working out of a
van to using different approaches to better
penetrate the community.

\ . Working with other groups and becoming a
speaker-resource person for their audience
instead of only dealing with'one's own
group (increasing the number of people
reached) . : ’

. Giving out a door prize to the person who
. brings guests (or who brings the largest
number of guests).

Scheduling a consumer education seminar in
conjunction with meetings of .other community
organizations such as tenant rights groups.

Project implementation is probably -the most
important aspect of all of those things you have
to do. Do not be afraid of it. If something does
not work, try something else. Plans carved in stone
are bound to crumble. Those made of plastic can be
shaped as the particular shape needed reveals itself.

'\3 '




Chaéter 4:

PROGRAM EVALUATION _

Aruitoxt provided by Eic:
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€valuation has al@ays been considered an important
activity, and is carr{pd out in one way or another by
most people in every aspect of life, Educational

+ evaluation as a formal process is assuming greater

importance now as the needs ‘for accountability in-
tensily, Legislators, )policy makers, and administra-
tors are increasingly manding that program effective-
ness be demonstrated through formal evaluations. These
demands emphasize e need for extension workers to
obtain sound evidende of the extent to which their
community outreach programs are successful. Formal
evaluation entails conscious procedures for placing
value on programs according to explicit criteria and
designs for collection and analysis of evidence (USDA,

1976)".

In this chapter, the following areds of program .
evaluation will. be addressed:

- evaluation functions,

- obstacles of program evaluation;

- contributing factors, and

- Pprocess of program evaluation.

Since this chapter is written for educational
pragtitioners who have a genuine concern for and ,
the responsibility of evaluating- community-based
educational programs, actual examples from our
project are presented.to help readers generate

alternatives for evaluation purposes.

Program Evaluation Functions

Evaluation can serve many purposes to many people. ,
As a gontinuous pr?cess-consisting of systematic ‘
planned activities, evaluation can provide valid, -
reliable, and timely informatiop for a wide range
»f decisions--instructional, curricular, managerial, )
and policy making (House, 1977). '
In our project, program evaluation is part of the
overall program development process, which includes:
(1) community and clientele analysks, (2) objective
setting, (3) program design,’ (4) program imglementation,
} ) :

TRRE-J
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and (5) program evaluation. ‘It has provided us with
constant feedback for the purpose of program improve-
ment. It has also suggested reformulation of program
objectives, strategy, delivery system, educational-
methodologyy, and target audiences.

In addition, program evaludtion has assisted in
reaching decisions on future directions-and design
of community outreach programs. Decisions on whether
programs should be curtailed, maintained, expanded, or
terminated have also been aided by information gen-
erated through program evaluation, :

These major functions of our program evalua;ion&
have been derived through a careful deliberation an
ahalysis of the project goals and objectives stated
in the funded proposal. They have provided-a sense
of direction for the project director and the evalua-
tor in developing and implementing the necessary
evaluative strategies for the community outreach
project. ‘

Program Evaluation Obstacles

Program evaluation is designed for utility. Its
purpose is to answer practical questions of decision-
makers who want to know whether to continue a program,
.extend it, modify it, or terminate it (Stufflebeam,
1968) . .

Program evaluation is often much easier to describe

in the ideal than to do in practice. It is invariably
lajued by a series of obstacles. A review of Some of

he most pervasive ones seems to be appropriate before

an actual example is presentéd to -illustrate the "How?"

in program evaluation, .
Obstacle One - The goals of programs, especially
. community outreach type, are rarely

simple and clear cut.

‘Sometimes a program has a straight-forward goal,
such as developing an educational package in family
resource management for Extension professionals. But
often, program goals are many and diffuse such as to
raise the level of living for individuals and families
in a county. Usually, the higher the degree of vague-
ness and generality of the program goals, the more
difficult it 18 to assess the extent to which these
goals have been accomplished. Hence, one of the most



imbartant taiks for a program evaluator 'is to ask
potent questiona to help the project staff crystalize -

their program goals, (

" Qbstaclg, Two - Many program staff members are .
. . convinced of the program's ..
worth and see little need
for evaluation.

In most cases, the project staff is convinced-of

the program's worth. If the resul of the evaluation

are positjve, they knew it all along.~_If the results

are negative, it ig probably the fault of the director,

the evaluators, or the grossness of their measures,

which are top insensitive to capture the subtle and .o
important changes that are gaing on. . The responsibil- '
. ity, theretore, rests upon the direttor and evaluators

to help the staff understand and appreciate the value -

©0f program evaluation. At the samé time, evaluators .
must take the time’'and have the patience to work wtth®

staff members either in small groups or ipdividually

in the development of workable strategies and devices ™

“for gathering the needﬁg evaluative information. -~ «

F

G e

. Most communi'ty outreach programs tend ‘to depend heavfly.

. -and professional norms different: fromethose of thi '

Obstacle Three —“Pfogram staff may be reluctant .
N * "to cooperate with_avaluator

The program's staff members ofteén Hhve interdsts

director or evaluators. The*staff's concern is
usually gervice. To,them, ' evaluation could mean
' @isruption and delay of service. They may not want
to take‘time 'from their primary role-+helping peopler-. -
“in order to fill out forms or engage in other ddver- . - :
sions that the director and evaluators seem to*think
essential. They need to be convinced that program ~
evajuation is a powerful means to gentrate alterna- ¥ .
tives for the improvement of ‘various program functions,

including service to the target population. .
i 1

" Qbstacle Foupr - The p}ogram being evaluated ) ;

L is ‘rafely a simple entity.:

., ol . N C . .
- Although thEge are pro§rams that are well defined
and relatively unchangings from one setting to anothér,

on the way staff members perceive ahd administer them.. -
Wide variations can also occur in types of staff, their

"8kills sty;:ﬁaiggervice, the .amount of time thgy .devote-

to the prog \articipanta' attendamce, even the con-
tent and-basic direction of ‘services pxovided.

- ¢
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7 The fact is that communit outreasch: programs often
. include & conglomeratiop of ahiftlng activithes that
require éQprmous efforts to specify and desc{ibe. Néw
~and 1nnovative programs particularily meede t6* fumble .
around searching, for a rationale, 4 atrateqy,of action,
. «, and groceddres gf operagion for quite A'while before
- -~ the gstaff settle on a course. Because of,such 1qit1a1“
: ,.un(@xtalnty, évaluation from the outset is someti )
‘premature. . In these cases, it may be better for t\e.
ovaluator to wait . until it {3 clear what the program’
is, 1t i3 rather common that program evaluators need
to'work with “the project staff. in thé deaxch of the”
pfoqram <ourse at the very beginning stage of the pr
- oCt 18 paramount, therefore, for program evalu
| \yg

ERY

toxs not to make premature judgment on the worth of
ny community outreach prograh before its course is
- vlvaxly formulated. . .
{ Qbstacle Five - It is difficult’ to obtain
e .control groups from the, tar-
get population as a basis for o

people whao has-beéen sorved hy b
-~ *  Ythe program.

ln thu case. of Communlty outreach prog?§ms, people

. R a comparisen with the group of .

usgyally attend pLoqramq on a voluntary basis.  Those L

2O attond.tond to have .a stwonger motivation than

thoqd who do not. Their prodrdm porformance somet imes
eflects-the effect of motivation more than the effect

ot the program. Besides, it is almost impossible to ’

- Yﬁndomly assiqn 1nd1v1du&1§ into a specxf1c program
«while at the same txmo{xo‘havc a comparable’ group Qf
people wio are not in the program YTor.:a comparis

) Since this.obstacle secws §g be inevitable .in‘ the case
of .mosrt community outreach programs, it is important

fox evaluatnra to 1n¥\odu;e sdfequards through the - -

careful usce af cvaluatien'designs, gtrategies, statise-
tigal treatment, and/or" foLyow up study of partxcxpanty
to cq?pdnaatv fox\uuch 1nadequagy (Welsq, 1372) ..

. In actual sityasion, one may’ find many more obsta-

cles than what havp been presentedf% However,\theso

© +five seem to be most, ori al and pervasive, especially

in the case of communi od%roach programs. The cxafiple.
present ogd hereatter hopefully provides some ideas on .
how some of these obsta¢les can be fully or pant;ally N

y ' OV(‘\"& ome . . .
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RN Prqg;amoiyggpathn‘contributing F{Ftﬁf{ ,
- ’ ' . ) €«
Four. pratvtices have been found. in our project as’ . N

contributing to the effectiveness of our program eval-
uation. Each Of, these four fagtors is.reviéwed and
+ discussed briefly in this aeyslon.» " ’ A

. ~Factor .One - The gpntire program evaluation , R

‘ T of the project was a team effort =

. of,the director, Btaff, and the e -
! . _tevaluator . ’ .

- 1

’ . N . - \’ \ ',_‘ ,
. From the ‘beginning till “the end, of . the project, the '
team (direétor, stgff, and evaluator) met tbgether oh a ..
regular basis. For the .first 8ix months, ‘the tgeam met .
las often as gyu,to‘threé ‘imés, per week and the length "«
Of each meeting rafiged from two to four houts. "Such . '
. = meet ings helped: . (1 e€stablish the neckssary rapport -
“.amonq,i\dividuals inbolved, (2) deéreas& the discrepency
‘ "betwcen‘@nd among .members' perception. and expectation
« 4 Of program ewaluation, and (3) crystallize the project
. ,v - LY. rt
s J goals and Arogram opjectives., -t :

,
-

'_ ~ Factor*Two -.Pré-planﬁing prior toﬁpach‘group ¢ )
oo ", -evaluation meeding by the project ‘
v © ¥ 7 director and tHe eyaluator. N P

N « ]

#nc to two days prior ta thet scheduled group evalua-
tion meeting, the project directoi aﬁ&»evaluator planned
and finalized the agendg for the subsequent megting. v
‘Bacjround matgrials were reviewed \any diseussed. * Po-°
vals problems were identified and various problem- A
. solving ideas wergranalyzed and evaluated. The result

Y owas 30 same my broduttive group evaluation meetings.

' N .

Factor Th™e - THe proiject director hadfa'strong
. Factor Thiee Proj e :
o . . commitment and belief in program
. R evaJuat%%n. ' : ", .

) 4 e ! a, - . s f .o

Ty lével of her commitment was evident "in her re- _. N
: ctru#tment of #an external eJaluatQ{fah the earliest R .

. possiblée stage of the project and in her openness in -,

’ sharing andvdfécussinq every maXGT program decision °,

; With the eyaluator. . Furthermore, she was willing and «\ _
capable of viewing project matters from both maﬁa@:rial ot *
and evaluative perspectives.  :Seldom an evaluator ‘has T
the fortune to work with such .a project directors . |y

-Evalugtors must work continuously on increasing el -
level of commitment by -the, project. directors to pPro . -
gram evaluation’ through gradudally gaining- their cen vy
fidence. . ’ ¢’ ’ s .

.
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e Rggtu {our - Evaluatlon moqtingl were con-

¢ , ‘ _qucted in a highly professional '
e T - manner, issue- rathqr tHan : '
! personality-orient 3

.
- v i
3 , & )

Durqng our evaluation meetings, dissentiﬂg opinion
was usually' apprecsated, though not always accepted.
Most meoxtantly, dxnagr ement almost rnever, ended with
neqatlve ‘confrontation. rainstorming‘s Qs‘qns were
held fonstantly to generate ideas. Me rs attending

h’ meeting often had a senke of accomplishment when
‘tﬁey left. THis practice helped. facilitate dnkfffec-
‘tive participatory decision making proqess. At the
- samg time, It provided opportunities for multi level

« Copfmunication. - . .
-

/ nog;am Evaluatiog‘Proceéé

S

&The complexity S6f.a program may influenae ‘theé pace

hich'progress is made but seldom change the major _— -

qteps through which a program can be evaiuated The<
foe ma)or steps i program evaluation ‘aré discussed
in sequence ‘as fbllowlnq- .
S e Lo )
5te£_0ne - Analyze.project goals and prpbram -
obqectxvos 24 -
‘o L.
» *his stdp is-most esscential because one of  the
major purposes of prdqram evaluation is to ,assess the

extent to which project' goals and ob)ec;lves are acg-
complished. :

vPquram goals are ‘precise statements of the pro-
ject's intended end results. These results, hopefylly,
parallel the'ultimate objdctives of Extension programs.
Objectives can be gians to utiljze various kinds and
amountgqu resoureeg (inputs) "¢arry out certain

lanne program actﬂyltxes ch involve people tosbe

served (tfrget population).) Objectives can a%ﬁo be _

intended outcomes indicated in the form of: (1) ré-
~actions of participants attending various program
act1v1t1ds, (2) change in patticipants' knowledge,
.httitudes, skills, and/or aspirations ("KASA" changé),
and (3) application of acquired knowledge, attitudes,

skills, and aspiration to work op'life-styles

(USDA, 1976). ? .

The goals and objectives of a project should there-
fore fprm a hierarchy with a sequeﬁce for program eval-
uatjon. Such-a hierarchy, consistent with the Ch:BDFOf
evantq in Extension programs, provides a parametef”in
which data-based program e¢valpation can be conducted.
Such a hierarchy consists of seven. levels: (1) the

-~

- ultimate program goals,’ (2) participants practice

change, .(3) %ﬂ;t1c1pants KASA change, (QY‘partiCLpaqfs

-, x ‘_86 . "
‘ .
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vl " . . ! . <-! ' ’ . . \ o
-  reactions, (5) tarQﬂp'populafion\ipvolvemﬁnﬁi’ . ; ’ .o
: (6) program activities, (7) inputs. that .are neces- - .

sary for the'attainment of ultimate program, goals.-
_ " 'Figure 1 depicts the hierarchy of goals and ob- .
- jectives for program evaluation, -including évidence
of attainment at ®ach level. Decisions regarding the ..

‘attainment levels ‘desired by the project diredtor ’ Ll
together wgph the starff provide the basis for L N
collectingevaluative information. For example, if e -0'

the desibred-attainment level is “input", the evaju-
ator needs to'make etaluative judgment based on'
information collected only on the kinds and amounts
of resources that have been utilizede in the project.,
. The more levels of attainment that are desired,- t

therefore, the mone involved and complex the program .-

o evaluation process. The higher the level of attain-
ment, the more rigordus and prinding +the evaluatiosé

. 4

~

L 4

means’ need to be. ° . .

. v
hitiaZly, each gfogram goal .must.be analyzed : CoT
individua¥ly. .when gnalyzing,’ you should ‘ask, "Can ,.°
'y this be achieved?” If the answer.to tHis question .
is" "No," the evaluator has the responsibility to
. . discuss the reasons upon which such a conclasjion is -, .
based. ' At the same time recommendation can algo s . k
X be made in ‘terms of what may ‘he done to increase -7 Y
. . the achievability bf the goal and obfective being- .

analyzed while still maintdining the original intent
and rigor of .the progcam, Usually, the more realistic 7V
the goal is, the.better. chance it has to be aceomplished.:
If ~the ‘answer .to such a question is "¥Yes," further R
~, *  questions must bé asked. ; S . ! :
- . : ' : .l te . ‘“: - *
. "Isiit clearly stated in mea 'YaQJe terms?” .ig
another‘importangﬂqdescion evaluators fust aak/when e
-_ €ach goal and objéctive is analyzed.. The more pre-- . o
\ .cise and concrete . the geal statement-is, the better e T A
» Chance it has-“to be qvaluated objectively. ftén I A
. . Pprojram ggals, are stated in vague ,and genefal terms. ' i
. 1f so, the_evalua ¥r hag no choici but tdpuse sub- .
*  Jective®rather’ th@n ofjective mea 8 to assess the B
i / extent’ t& which these goals are accomplished. Sub- ) S
' Jettive agséssment tends to allow too much room for v -
- R personaiﬁbfasnand misinterpretation., If possible, . “a‘ o
.. . . therefore, the evaluasor should help fpe project ) :
', director and staff formulate their program goals and. -,
‘//- : gbjgctives in concrete -and measurable termg, - -

~

.. \ . .- . . ou S A
L In gddition to analyeing the aghievability Qnd ~ e
measurability of each goal' and objgctive, evalhgtor e !
.~ must determine whether or ngt all program.goals and X
R ¢ pbjéctiv§§ are condistent. Lack of ¢qnsistency among
goailg and objectives tends tb. generate conflicts, ih
panagemgdt. de lay- or hinder the progress o{rthe i i
. R e "".. ° . R 1‘\ A . , '
,‘. . N vt N

. LS lr Ty « ) ‘., e ' 817 W ’ L. i ' ) .
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s . . Figure V .

: - <.
e e HIZRARCHY OF GOALS AND OBJICTLVES FOR*
T ancnm, :VAUATION AND UVIDSNCY OF ATTAINMENT LEVELS '

, . % - N . . Y

i T LT i j‘ Goals - End Results'f~
: oA ' Project “side" effects
R and '
Practite| Social impact
Change

Application of acquired knowledgc.

_ attitudes, skills, and aspiration
KASA to work or life style

Change | .

Ghange 1in knowledgo. attitudes. skilla.

and aspiratjions

~

-

Reactions

N A S

. Proportion of participanta interest “in. events and
A Paot le * |proportion of participants showing acceptance of . :
> \Iﬂvglehent persons condUcting cventa (activities) - o :

6 .

« [Numbar ef participants‘in varioys events (acﬁlvitiesf’ -
Psychological & socioaeconomic chara egtoristics of target audience
Continuity, frojquency, and intensity of fate~to-face or mediated

L

‘e _Acbivltigé ntm&action bétween tarpet audience and project staff = .
Plaxned qtfategieg in collectins and preparing cducational materials - \
smittin- subject mxtter xontont through-ma S media, meetings, and
7y 5 qthcx events o ¥ . . : T, .  ar
Inputs Publicizine programs (=7 L. - I ' <; *
' Plan ..t;o uLi fzo ’(id.ls 1.1 8 of re c t Y : ) . /
v Liz \is an, amounts csources o“!n{ixi&ios |
. ‘ --... . N . . ) ) ~
¢ Evidonqa 7 S5 N

i e SRR fa TR AL I l‘ﬂ""- ‘;-' N

FJ:R\()Anal{aing }mpacts o! Extonnion Programl Walhington, b, c.s UsdA1;1976 c'



implementation process, and increase the coat of
program offerings. 1f inconaistency or discrepency
ig found among program goals and objectives, im-
diate teedback must be provided to the project
wﬁgk}cctox as well as to the staff members.
e

In our own project, analysis of goals and objec-
tives was carried out by a team including the evalu-
ator, the project director, and one to two other
staff members. Lengthy deliberation was usually
given to cach major goal and objective at the very
bedinning ot the project. We found that it was
esdential for all parties concerned to come to an
agreement On the interpretation of a goal or ob-
jective statement before. it can be operationalized
frrto action. ’

~hLike most Extension programs, our community out-
Feach programs have, explicitly or implicitly, ob-
jectives at almost all levels of the hierarchy, as
depicted an Figure 2. A selected list of our program
objectives with indication of their hierarchical
levels are presented on the next page as an illustra-
tion of the wide range of objectives included in a
community outreach program, :

Step Two = Translate goals and objectives

) into measurable indicators
(evidence) of levels of achieve-
ment .,

e . There are many factors which enter into value

judgment s of . programs. Generally, the more nearly

the objectives of a program are reached, the more

positive the judgment of the program, i.¢., the
higyher the value assigned to the program,
& A . . ¢

As outlined and illéstrated in the previous step,
most community-based programs have objectiives at
severaltor all levels of the hierarchy depicted in. ‘
Figure' 1. "Usually, evidence of program impact ip .
the Yorm of achievement indicators becomes stronjjcr® e
as o goes up the hierarchy. Indicators (evidente)
at the twe lowest levels; namely, *Inputs® and .
"Activities," provide little or no measure of the
extent to wiich target audgehce benefits from the ’ \\\\.
program. Indicators (evidende) at the "People Involved"
level may’suggest the extent to which some kinds of
benefits are being received by participants. However,

: evidence at this level, such as participation rate, - .
does not necessarily indicate progress toward ultimate
program objectives. A high participation rate may.
oceur for some reasonmunrelated to the benefits in-
tended td accrue from the program.

( 4 , -
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Figure

SELECTED COMMUNITY OUTREACH PROGRAM OBJECTIVES

-

2 ) J {

\

AS EXAMPLES IN VARIOUS HIERARCHICAL LEVELS K

Hierarchical Level
) )

End Results and Activities

/

People Involvement,
~ KASA Change, and
Practice Change

" Inputs and Activities
. Paople Involvement -

&

A
h‘

i

Objective Statement*

“To raise the levél of
living for individuals and
families in three Middlesex

County communiti (and
vicinity) while ddveloping
an educational package in
family resource managefpent

for Extension professign-
als,” i i

L B y
“Low ang middle-income | -
families in the three
communities in Middlese
County will learn and use
skills to develop a per-
sonal money management
plan recagnizing that
periodic revision is
required due to changes
in the life cycle."

"The community outreach
phase will utilize a
mobile van, #community
meeting rodms, and other
locations. Mini-lessons,
will be given and courses
will be held at religious °
centers, at industrial
sites, as well as in homes
bringing wvaluable informa-
tion concerning budgeting,
credit, insurance, and
saving to those who wish
to participate."

o = s

*Quoted from the original funded proposal of our

outreachlproject.

N
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Aruitoxt provided by Eic:

Evidence at the "Reactions®™ level can start to
provide better indication of whether given actlivities
are helpful as intended. However, such evidence in-
dicates leas satrstactorily than evidence of KASA
changeg the ex@ont of progress toward ultimate program
objectives. Kpowtledge, attitudes, skills, and aspira-
tions to be acquired are often considered as mervely
preliminary st®pd to adoption of more desarable pat-
terns of behavior, though there are differing philos-
ophies on whether practice change is essential to
successtul Extension and community-based education
(Steele, 1972).

Practice change assessment is considered desirable
by many education evaluators when program objectives
involve indicators such as: (1) expression of changed
attitudes; (2) utilization or application of new
kngwledge andor skills; and (3) follow-through on
new aspirations, decisions, or commitments.

Assessing practice change 13, however, quite dif-
terent from assessing accomplishment of ultimate pro-
qram objectives. Extension workers are often held
accountable for the extent to.which their programs
are contributing to the solution of overall problems
of their target population or the society in which
they serve. Henge, rigorous evaluation of the impact
of most community-based Extension programs would
probably be 1n terms of whether desired end results
are achieved, 1including assessment of any significant
side atfects, o .

Usually, the strength and rigor of program evalu-
ations can be cnharced by assessing at as many and
-8 high levels of the hierarchy as possible. But the
dffficulty and. cost of obtaining evidence on program
kccomplishments tend to-also 1ncréase when the number
of assassment levels iy qrq{:vr and the hierarchy of
program objectives is ascehded. @ -

The most important task at thig ﬁﬁf:?¢gf tha pro-
yram evaluation process is, therefore, to delineate a
set of acceptable indicators closely reflecting the
level of accomplishment that is desired for each pro-
gram objective.  Such indicators become the basis upon
which devices and strategies for collectin® evaluative
intormat toh (evidence) can be designed and developed.
These 1ndicators usudlly reflect the, object ives of and
learning expectancies for ¢cach of the major topic areas.
In addition, they provide a guide to insure, that the
presentation of the topics is cohsistent with the
objoctives.



The

1d an

involved

delinecation of indicators for each topic area

and systematized process Lhat involve

51X scequential tasks:

Task One - Defining the hierarchical levels

Task Two -

Three -
]
]
kK Four -
K Five -
L]
SKoOSINx -

S~

3 ; .
1
\
Task
. \k
P
1 Y
TN
4
. \ >
} ; .
Tan
' ‘ Tas
1]
Th
']
U
/

of specific objectives for the

topic areca consistent with the

neéds of the communitiap, goals

of the project, and time limita- .
tions of the séessions.

Developing contgent outlbines of the
subject matter based on the ob-
jectives defined.

These first two tasks are carried
out by the project director, pro-
gram assistant, and/or subject
matter specialists.,,

Drafting a suggested list of indicators
relative to the objectives and content
outlines. . .

.
.

Since the:indigators are used by the .
project staff as a guide and by the .
evaluation staff as a basis for
determining if the clientele ac- .
quired competence and practice change,
the drafting is done jointly by the
project director, program assistant,

and evaluator, and/or the evaluator's
assistant. b

Modifying A4nd revising the draft as .

input, comment, and suggestions are

made by members of the staff.
. ' . [}

Dvlinvaginq topic indicators by

consensud at a joipt staff meeting.

Testi1ng and refining indicators in

1dht of their use by the project

and evaluation staffs, taking into -
account clientele feedback. This

procoduro allows for the benefits of- .
experience to be incorporated into ‘the. .
project. )

-
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Aruitoxt provided by Eic:

NDICATORS FOR_THE TOPIC:  BUDGET ING

i - ®

Through the use of the above process, five sets of
tndicators were delincated in the content arcas of:
(1Y credit, () budgeting, (3) saving and investing,
(D) Iite ansurance, . ands (5) housing. A copy of the
S1X andicators tog the topic on budgeting is given
A5oanexample onfthe next page.  Notice that the
desired hiertarchNeal level ot attaimment is "Practice:
Change” on this sob ot indicators, .

’ ’

Furthermore, the project and evaluation staffs
have antentionally developed all six indicators on
this topre as criteria tor the assessment of KASA
Changes rather than for the evaluation of program
Activities. This was done due to the fact that cach
topie arca was usually presented by difterent individ-
uals noa variety of settings for various types of
adrences,  There was a felt need to allow the flex-
thility to accommodate and cncourage a wide possible
Pahge ot anstructional strategies to be used,

The following six indicators have been identified
tor the topie on budgeting. At the end of a session
on'budgeting, the participant will be abtle to:

¢
L. detine a budget plan as a workable guideline
tor spending which varies from person to
prerson,

N v
explaan that the purpose of setting up a
budget plan is to meet individual and/or
tamily goals and nceeds.,

L

~ LI

b, tdent ity the Important factors in setting
up and an moditying a budqet plan which

atoe s
- 1 ncame

W
- Jdoby

= family size and composit ion

'

value system {(goals, objectives, prioritices)

1. tdent by the key eolements of a birdget plan which

dles

- otneeme (s) - ’ .

»
.

= expenditures (fixed and flexible)
‘ .

93 93
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- saving and investment

5. name the steps of setting up a budget plan
including:

(1) identifying take-home incomes,
(2) identifying obligations, ‘ .
(3) Computing expendable income,

(4) budgeting expenditures in each s
' area of needs’, :

()  keeping record of sggndinq,

(6) comparing actual expenses with
allotted amount, and.

(7) adjusting the budget plan based on ™
. changing situations in the family.

apply knowledge in setting up a buaget plan
by using a case situation provided by the.

. presenter.
Y

Step Three' - Collect data on the indicators
. for particjipants. 3 ) ‘ ,
® »

Evidence of accomplishment of objectives may
vary in quality. The range in quality of evidence - .°
‘13 often referred to as "hard" or "objective".versus
."soft" or "subjective" data. Data are "hard" to the
extent that they arxe valid, representative, ‘and '
quantified (Sjogren, 1970). One must realize that
so-called "hard" and "soft" data constitute a con-
tinuum; a dichotomy is depicted simply for the sake
of convenience.  Hard data are us ally ideal and
preferred; however, they are usua?ly more expensive -
and difficult to obtain. Hence, they should be
caollected only when the benefits to decision-
making -anticipated from superior evidence.clearly
outweigh the costs of obtaining such evidence.

There are many situations especially in the con-
text of community outreach programs where "soft" data
are all that can be obtained. For example, program
participants, and particularly nonparticipants, are
ofterr unwilling or unable to be observed or to respond
to instruments which require detailed answers and ex-s°
tensive time for completion. )

-

. ) ) . i .
: ‘ : ST .. r) . N
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A4 U4
. Be careful about ‘the validity of the data yathered.
For example, awareness of proyram evaluation by par-
ticipants may cause them to act or speak the way they
think they are expected rather than naturally. Data
invalidity may also result from faulty instruments,
from obgerving too 'small-a range of. Actions, and/or
from perdeiving participants’ actions inaccurately due
to personal bias. .-
In addit{on to-validity, the preciseness of the
adata in pfoviding an adequate picture of the particj-
pants is also critical. Thus,?it is imp3rtant to
obtain quantitative data capable of deBcribing and
indicating rather pyecisely the degree of difference,
- commonality, or relationship, between and among program.
of ferings, clientele groups, individuals, or structures
that are being observed. : . : . P :
Representativenols is a third area of .concern re- .
garding data quality.. Representativeness is the extent
to which observations concerning individuals, groups,
or situgtions under study apply to a‘total population
of andividuals or groups. It can be achieved through
‘taking a census of the population or taking a repre-
sentative sample from the population (Kish, 1953) .
In the case of community outreach programs, it is
difficult to achieve high degree of representation
when data are collected. “This is due mainly to the

fact that p&rtic&p&ntstﬁbt@ndmpfequNS“ﬁﬁ“ﬁ”VOiﬂnfﬁFy‘“““"“L“““v'

and on=and-otft basis. )

Data collection planning requires four types of
decisions: (1) What type of data is needed?
(2) Who will Qol\pct the data? (3) How to collect
the data? and (4)" When to collect the data?

In our project, a worksheet was used to plan our

"data collection strategies and means for the gentire _!
project. The evaluator first prepared a tentative
blan ahead of time, using the worksheet provided on L

the next page. This plan was presented to apAd df§:»
.cussed by .the entire staff during one of the evalua-
tion me®ings: Thereafter, the plah was revised and
used as agqutde for furthering most, if not all, the
evaluative efforts in the project.

S . .

As soon as a data collection plan is made, appro-
priate data coll¥ction devices and strategies need to
be selected or developed for each type of data ndedec.
Numerous kinds of information gathering techniques are
available from which one can select as means to-collect
evaluation data.” Whether the devices are selected or
developéd, four criteria should be used: (1) validity, -

~(2) reliabilitx, (3) objectivity, and (4) feasibility. ‘

s R
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The validity of a data collection device is most
important. Without validity, it:.is almost worthless.
The level of reliability *of a data collection instru-
- ment can usually be determined through stativtical
analysis (Thorndike and Hagan, 1961). In reality,
the, degree ofl validity, reliability, and objectivity
ot. any set of data collected depends highly upbn the |
trade-ofts between ‘ideal measurements for the evalua- -
tion purpose at hand and the feasibility of the data
collection strategies and devices to be used.

In our project, we have found that early timing
in planmming allows the project and evaluation stAffs
to make informed and.systematized rather than hasty,
last-minutg decisions. Like any other steps of pro-
gram évaluation, sufficient time is essential to have

- ' the job dope well. FPollowing is a variety of data
collection jnstruments developed and wsed in our

. L

project toqothgr with their administration®strateqgies:

N




> . \ ‘ ., \ N
PARTICIPANT RECORD FORM* "
’ W,
NAME: L . ' PHONE : .
. 'Please Print - ‘ )
‘ .
- . S~ l
MRILING | .-
¢ ADDRESS: ’ r
\ ) T ZIP:
" ‘ ‘
. ( \'
PLACE: - DATE:
( . )
’
", TOPIC: (Please check) ‘ :
N 5 i
. ! . ' ¢
?,_‘ " Credxt/ / - .
____1 Saving/Investment ¥ ' oo
¢ N ’ - Budget ing/Family Communi®ation
p o “ 3
’ . _ I'mgurance ' .
a : RS ;
Housing : o A
» ' »
. ' . ) . =

-

[ X ' R '
*This form is completed by the clientele and is . -
) degigned to collect data ag a basi for con-
dueing process (activity) and product (number
and typé of clientele) evaluation. It provides
. A'means for obtaining the clientele sample for
v - f{?dUCt (outcome - KASA change) and impact evalu-
ation. ' . . .

+
. "

o Ny

 $i.;. f _ | S)é? , ) .
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-

C : .
J \.
4 ’ rd 1Y
e [ - -
L L 8 f . . -
. . QUESTI@NNAIRE’
' ,A

) This device, completed by. participants, is for the
purpose of collecting data for ev;luating process
(presentation of information and

(clientele reactiona).

A}

aterials) and produc

To the proj%qt staff, this qubétionnaire.provides

“continuous participant feedback which reinforces the

existing strategy and/or suggests changes for improve-
‘ment. * - . e ~e-
- Y ) .
o ' 1 *
’ . ¢ V . v ! - ' -

CONSUMER PROTECTION LAWSCQUESTIONNAIRE'

¢ ®

This questionnaire, completed by participaﬁta, is
designed to. collect Hata for evaluating process
(presentation of information and materfials) and products
(outcomes - KASA change and reactidns). It has been
used’ specifically with senior citizen groups.

: The ,questionnaire also provides particjpant feed-
back to the project staff which reinforces ‘the .exist~

ing strategy ang/o; suggests -need for program improve-
ment. ’

-
IS . . .

J
p .- ”» i - ]
.

, .o o
INSTALLMENT LOAN WORKSHEET

. ' ‘

[ . ' Lo e - .f' . o, . ~
The worksheet, completed by participants as an ex-
ercise during the presentation, gives evidence of

v

- ‘produgt (KASA change) evaluation. - '
(\." : .

’
L]

. ) .
¢ .
. . . . -
. . o .
N . -

»

.‘ s o j . 7 ’ '\y'\g‘q . . .
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* - T For OTflce Us
. m Vo)
' QUESTIONNRAIRE Fopies:
' ’ \
1. Cigele the number be- Date: .
’ low that best describos , : . .
the session in rtelation Place: —_ .
0 . ‘e
, to your cxpectations . \p .
‘o Y 3 &
' Voalrout ot ' resenter(s) e a
4 A}
1 2 3 4 )) 6 .7 8 9 e _
hd Y
Y '} e . .
. L ]
Had { . Good by .-
~ 7 .
<o Would you ratommend this session to ‘'your friends?
.
- f YT ‘ :
‘ . Yes N N()‘ .
'S . M »
L Last what '\ou Aiked and didn't  like about the
‘ S ienson, :
. « -
¢ X - ~ ST
i I biked: i ) e v N '
, * : ’ B .
N . » R R
;‘ e . e e e _._. X s
" » - ) [} ~
. L didn't like: et
‘ ' Q’ . h ‘
' e e e e e— .Y _
< t - _ ) p
: . . . ,
—_ e N R —— S : =
-
4. What suggestions do yau have for the improvement
vt the session? .
P !
0 - - .
o R \ i . .
- . B —_ :
-
ol Nl .
- . ‘
' v . Would you like to attend further sessions on:
(3 .
_Jredit . Life Insurance ‘
0. ? L : ’ . ' ’ T *
. __— Housing Saving and [avest ing
. . e . — = - [y
. S ~ L o
A ~_Budgcetaing ©* ., _Othet (SU(,C‘(\g{(\q topic) .
N .
. ¢
\ 7 ——— ]
*
THANK YOU
. a ‘
h P ) . Cad q
‘@ - e 100 : Ve
o . '
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‘ i t ) .
r : L] .’
, ‘For Office Use

v X Toplc: Consmr. Prot. Lhws
N ] nd .
% " .| pate: ~ ' T 4

w QUESTIONNAIRE ‘Place: - >
’ . Presentex *
L Y L] < .t ) .

e ~ -
.

This session was about your rights in dealing with
door-to-door selling, products mailed to«you that-you

did not order, and product warranties.' To help improve .-
' our service, please answer any or all of- the 'quedtions .
. below, . P

' : ,' L ]
b N

dgircle the number below yhich tells how ybn feel about o
the session: ) ‘ . :

. Nothing [+ A lot . C
< . * N} .
1. ‘How much did you learn? 1 2 3456 7 89 10 *
. " ¢ . . : . Very -
Not helpful , helpful X
2 Was the sessjon helpful? 1 2 34 56 78 9 10
. Would you recommend* the session to yQUr'friends{
L . N . / -
N “ Yes No : . a,
4. .Pleaée'telltwhat you liked or didn't like about,
the sessgion, Coe Y P :
‘ ]
. .-
] I A . -
h‘:'.«}“" .
: : . '
- | ,
' L
- - )
-~ v
’ . -
- 7101 .
‘A . ‘1(11 ' ‘
\ | s
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N ) v . .
S - .
; ? ‘ \ .
- ’ R
- -
3 » .
\ : SRR
.
. : I.
L ]
- - . * -
. .,
Id A ’

» ' .

$3000.00 Installment Loan . -

- .‘ *
. APR_
1] ' ~
a) Amount to be financed
v . # * "
b) Finance charge
¢) Total payment !
d)  Annual percent rate (APR)
‘ i .
- e) Payment schedyle |, \
. ' : I
Monthly' payments of - y,
< . . ‘ ] &,
» ) ‘
c N ’ ' .,
- -
-«
‘ . 1 Al 2 . ]
‘ * - ) !
' Y L J
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SESSION EVALUATION

. .

" . 7 This form is completed by a memher of,the‘evaluatfbn
* staff or a nopparticipant observer at a session. To .
the evaluation staff, this provides data on process '
(service delivery system, presentation of information,
use of relevant matetialg, feedback to the project
staff) and’p oduct.(recipieqt profile) evaluation,

The importance of having this type bf information
became apparent to the assistant evaluator after ., - -
observing several sessions. Ho two sessions even on L
the same topic are exactly the same since the pre- :
sentation is'geared to the characteristics and needs
, of the clientele group. Thus the evaluation staff
. needed to have a record of the items discussed and the
4 approximate time spent on each -so0 that the follow-up -
. interviéw questions®would correspond to the presenta- v
tion. Further, it is valupable for the evaluator to
know whether*the clientele from a particular group
could be used as part of the Xollow-up interview
evaluation. The use of the form to evaluate the _
presentation provides anothar avenue for communicion
and feedback, between the two staffs.

[ ) ‘ . . . - [




W )
: ° .ESS1O0N EVALUATION

| i

- * OV ,.,._‘..‘,.__..h,._‘_,_.._
1. Iltema Discussed Time Toprev e,
s et . ,batoz ! A .
S | A PR
L e . Presenter: N
i ! ‘ Place: ‘
3 BT PR, [ R— e e rm—— v p— A — Lo——— s+
o . R Contact: R .
N R N v b Participants: = PA \ .
-
Y
- e - Evﬁaluator: e b
A Y
- /& . o e Pl.° Hapdouts Uskd
. * © Y , (]
] . ) o . . Particﬂpntlon‘ . o
) . . Form__ ' -
T I " o Questionnaire '
.-
- . -
. . [ . ’ T TS T
- e . @ Kl
S —- . S .
L 3 - rd
< ‘ - B T + N ~ - - R § aa— b 0
. U, T
i M Npt AT HE
[11. EVALUATION Poor . Good  Appw Comments -
: Rapport = 1 ¢ ¥ 4 % 6 7 8
- - o v > R .
. 'l‘\mv" e : ~ s
ang 3 2 '
P Managehment, . 1 ) 34 5 & 7 8 . P
Uge of 4,.\ M . .
- Handouts 1221 4 5 6 7 8 - *
s : ] . T i
Motivates . . *
Audjence - 1 &1 4 5 6 7 8 N
v Appropriate 1 ) .
Material : 1 2 3 4 5 6 7 4§ ' P
Effective _ 3
Presentation 1 2 3 4 5 6 7 8 - A
’ : - ¥ .
IV. Audience for, . ’ B
Feedback « 4 2 3 .45 6 7 8 :
. 1 o »
el .
i V. Other Commeénta and Suggestions
- ¥ v
. ‘ -
~ +
. -
~ = - . .
LI . A . ’
4 !
‘" 3 - N .
- Al
\
’ ‘ ‘ a ’ .
' V1.t Record examples of questions asked on back. -
- . - L]
. L BN . \ \\J . g .
' (
s 104 ) S ‘
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CONSUMER INFQRMATION CHECKDiST,

'\ .
L d " » N
This checklist, completed by the clientele, allows
the collection of dpta for product fquality and use of
materials) evdluation. °* .
v . !
[ ’

Previously disocussed forms dealt with the' pre-
 Sentation of sessions outreach phase of the project.
Another phase ‘of outreach is the use of a mobile

. van,f'S's Mybile.". _The van serves three target
cdmmunitiesf dispensing inﬁormation'qnd materiala..

This checKlist is designed specifically for those
i iting the van. fThe form

- -
. N ’,
‘.‘,‘.,".".\1‘,. et ° * ’
e AR - -
. id gy -
AR R \/ AN / L * ’
",1-\‘\_\7‘5" i,- C— . ‘e
. NN 1y
Core Ty oy ! .
T R . ,
. o .
ey A PN .
ok, SN AN . .
IARITRTE T IO . N B .
RS TITIRTA PRI f
)
> . N !
: )
~
’
’ \
- . .
. ‘
2
. L)
’ ‘ )
L
-
’
.
. - A3
i
L4
- -
~
- 195
[ L :
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L
! . -
‘ t‘ - o
WELCOME TO $ MOBIULE » . I
Copsumer Information Checklist )
) . . ' : ' . .
To help bnprove &ux service, please circle the appropriate numbers
which best indicdte your ﬁeolan ~or prenence about the materials
you hqv‘ selected.
) : DID
. : . _ R ' ) NOT
. ~+ MATERIAL __BAD GOOD  READ
Understanding Life Insurance (383). 1 2.3 4 5 6. 7 8
.. . ’ ¢
How Much Am | Worth? (476-A). ., + . 1 2 3 4 5 .6 7 -8 - *
- P 4
Programwing My $°'s (477). . . . . .1 2 3 4 5 6 7 8
~ -~ - : . - v
What About Car Insuranceé? (480) . .1 2 3 4 5 6 7 8
Car Loans 4481) . . oL L L. L e 12 3 4 5 & +7 8
Buying A Car 82), . . . . . .. .1 2 3 4 5 6 7. 8
Dollars & Cents of Buylnq A . )
House (43() Ay, | S 3, 4°*5 6 7 - 8.
ABC's of Mortgage Loans ;\“\\ ' SR
. Insurance (488-Ax . . . . . . . . .1 2 3 4 S5 6 1 8 .
-Money Matters - Wdmen and Credit - ‘ .
(4B7-A) . . . v v v e e e e e .1 2 374 5 6 7 ,8
_ | . ~ (
Money Matters - Your Credit . . '
s Rights (489, . . . . . . . .. .. 1 2 3 4 5 6 7 8
. ‘ * -
Money Matters - When You Lose Your. / .
Job (521) . . . .. . . o . . . . .1 2.3 4 5 6 7 8
Profection through Life Insurance . 1 2 3 4 5 6 7 8
L - - 4
Food & Nutrition. . . . . . . . . .1 2 3 4 5 6 7 8
Extension Home Economics. . . . . .1 2 374 5-6 7 8 -
1) ) ' . .
. *‘hv tollowing information would be greatly apTreciated: .
NAME: - . . DATE:
F N R - ] \
ADDRESS : -t } * _ PHONE: - ‘
1 -
' : 21P: .. .
‘\ ~ . . ’ < 4' .
- v
. , \
. ] el s . . >
’ ) J “ . + )
. 106 + ~
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All of the \ltuzementloned instruments fm data
s
. collection benofit both theevaluation statf .md thes
project statf. Having ‘the inst ruments meet tho needs
‘ot both stafts was a prime Cmmldc ;ation.  The process’
. for their desilfin and development rollnwcd proceduraes
similar to the ones described for the delineation
ot indicators.  No vmtlumvnt was used until the pro- . )
ject director, coordinator,! cvaluatorn ind assistant . -
- evaluator agreed to ity jesign. It atter using an : !
. . M - . N ’ .
tnstrument, a statf me S felt that 1t was not feeting .
the objectiVes or detde ted any other problgms with Ly
use, changes and tmpy ovement s woelre suggested and again .
agreed upon Ry Jgeneral consensus., ‘ ’ . . .
' .
To toster communication hetween the valuat ton .
statt and the project staft, various ch.mncla are ) O
utilized: . . ye
e - * - : -
1. The project éfrector and Lvaluator mect . .
\ regularly on a monthly basis. . '
. k . v 5
) ’ 2. The project directors ovali® or, (‘lnonlirmt,nr,
v -oand asstistant ovaluator meet monthly, gonerally -
. . : atter tme dire ctor—ov.llnator meeting. '
A N .
3. The evaluator and assistant evaluator meet
on'a weekly basis, :
* ~ - . »
4. $the pu)]mt coouhn&g(n and/or dircectory moeet !
)
with the assistant evaluator thk\ly .
5. Other moe ctlnqs between any members of the two
. statfs are held whonvvot necessary .,
. . .
. - . 1
: b, Memos and letters are used ag needed. .
[
N .t o . . . N
L 7. Telephone communication 1s trequegnt.
.. 8. The datascollection instruments arc filed -
4 and available to atll ‘members. of ecach stafr,
. , - . L@
40tep Foar - Analyze and interprot vvahﬂ@n results,
Step Five - Make and present  evaluative judgment
ST and vecommendations, e o
7 Lo £ . ’/ N
. . o .
S‘.! - ! .
-
' . - " " Al
/ ' ~
" '
.
.
¢ 3
d ¢« v o, X tay .
1 J
Q : : . J
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. These two steps of the-'program evaluation process’ .
,'\‘ze-discussgd together briefly in this sectior due to

' tho factors: (1) they aye almost inseparable in .
ractice, (2) they are highly technical and:.can not

1;scovered sufficiently in this manual. Therefore,

only general guidelines are provided.

The main purpose for analyzing and interpreting
evaluation' results is to detect possible.relationahips,1Y
trends, uniqueness, commonalities among program of- '
ferings, clientele groups, and/or individual partici-
bants. Generglly speaking, descriptiye statistics.
(range, mean, mode,...etc.) are the most appropriate
way .to organize' and simplify raw data into a manageable

-

]

and meaningful condition (Rosenberg, 1968). , Inferential "

statistics, such as hyptthesis testing, are necesgary -

only if scientific inferences need o he drawn (Winer, .

/

' I

1962) . - . C .

Evaluations of program effectiveness are~utiii¢ed
most fully if their implicatiohs.for decision making

are noted explicitly. Presentation of evaluatian

results, therefore, needs to include alternatives -
and recommendations for future program development.

Furthermore, iﬁterpretatiOn of evaluation findings

for decision making-should include ‘appraisals of the

quality and completeness of the evaluation study..

judgind'the. degree of program effectiveness should
itself be assessed for.effectiveness! If "the ac-

-.quisition and use of evidgnge Oon.program impact is

viewed as an "activity" through "inputs," then at
least two questions, Based on the hierarchy for_

.evaluation presented in sthis chapter, need to be =
asked. These two questions are: (1) What has been

learned by - the collecgiQn and analysis of data, in
relation to the degreé of expdcted improvement in
knowledge abz:f program effectiveness? (2) Have

_Program decigions been influenced by knowledge of

program effedtivencss acquired through evaluation

studies? -

\ ”Finally, appraisals of evaluation studies can
fwygest needs for further progpam evaluatien, or

re Nted agalyses, to assist in speci¥icsdecision .

issu within the broad context of program development.

A‘;  “'m‘-lﬂg;, S

L
Tés\collection, analysis, and use’of evidence in

-
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Summary and Conclusions | ol
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A LI 4

® affecting program evalyation, and (4) PR

? N3

The major purpose of evaluation ig tolaﬁhist in
progtam decision making. . Formal evaluations re.worth
-doing only if they have-a chance of affecting such

. . - : . .

P -
AN £
. - . 23

",This ahapter présents information and,&ﬁiions‘”*
relative to:': (1) functions of program eyaluatidrr,
(2) obstacles bf program evaluation, «(3) factoré -
&cegs}pf e
evaluating cdmmunity-based educatidnal programs. =
Examples from a federal-funded tommunity outreach

. project- are provided to illustrate major points Eeing‘ .

- | " ‘ v..1(7£) | ;f.' .

_ * rmade. ’, .
Y " . L . »' -
.o It wa¥ found through reading and practice in' the
T ofieldMdhatyadequate judgments of program value arg
- - sound program planning decisions can be made only by )
‘K ‘ecomparing Jlear criteria and sufficient evidence
‘ rejarding program accomplishments. °. e =
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Denisd Matejic hods the equivalent rank of Assqriate Proled®r in tha Depart- .
wment of Home Economics. Cook Coligge. Rutgers University :She has Master's
degree lrom the School of Business Admimgiration 19 Vienna, Austna, and did-’
post qraduete work at the Institute bl Finance, York, he Amencan Institute ot o
Bunkmg and the New versey Professxonal School of Business

Ab Agsaciate Speciahst in F amﬂy Resource Nanagement, she plovides assis-
. tance to Extgnsion faculty and other prolessionals in developing. implamenting, .
and evaluating educatonal programs in family tinancial managemant and
cousurner economics  She has*wnitten extensivély for the Cooperative Extension ,
. > Service. Cook College, Rut?em University, andaco-authored ‘Personal Money . * Y
' Managernent, Guideanas for Teaching Used nahonally and otherpublications used :
1egionally ' .
N o, i
® She has been a guest lecturer at Rutgers Univeraity's Douglass and University - .
Colleges. Fairleigh Diclknson Uriversity, and many New Jersey community col-
- luges She has also hosted two television senes in consumer educanon.,Mrs.u
' Matepc has been a trequent speaker at seminars and workshops for professional ~
and qOommurnity groups on ‘a county, state, and nationat ievel. She has also pro-
v “ wided traning tor employees of Several industnal corporations.
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. Mrs Matepc s a member ot the New Jersey Bell Consyimer Advisory Pang, the
New Jersdy Ford Consumer Appeals Board, and a diregtor of the New \‘J}sey .
Consumery League She séves as a member-of the Ambricar’ Council & Lite .
Insurance Advisory comrpittee, and has been consullant for the New York Stock
Exchange, lousehold Finance Corporation, Gult Oil Consumer Affairs office, and s
New Jersef Department of Egucanon .Center tor Consume? Education Service
She 1§ a’member of th heast Extension Publicatign Commitiee Q\'\&
Management/Consumer Education She is a member al the American and N ’iv
Jorsey Home_Economics Associaion, New York Regional Council for”Indust
tducation Corporation Ag\_%lgat;@ouncﬂ ot Consumer Interes(s and Women's .
Studies Institute of Rutges Uriversity She has been Ilsled in the 1979 edition ol
* Who's th) n Hnance and Industry
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